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BILTRITE 


HEELS AND SOLES 









NEOPRENE 
OLES 


add resilience and extra wear 
to tough Silv-A-Line’ boots 
by Dunham 


Du Pont neoprene soles give a dividend in 
comfort and long service to these work boots 
by Dunham Brothers Company, Brattleboro, 
Vt. Sturdy leather uppers are treated with 
“Quilon”*. Stitching is 100% “Dacron”’y 
for added durability. 

Neoprene soles stand up to oil, grease, 
acids and chemicals. They take extremes 
of heat without cracking or softening; resist 
chipping and tearing despite abrasion and 
scuffing. And neoprene’s resilience means 
added assurance of day-long foot comfort. 

This quality synthetic rubber gives work 
and safety shoes the comfort, durability and 
appearance that make sales. Neoprene’s 
customer acceptance can work for you, too. 


*Du Pont's trademark for its chrome complex. 
+Du Pont’s trademark for its polyester fiber. 


COURTESY: DUNHAM BROTHERS COMPANY 
BRATTLEBORO. VERMONT 


ONLY NEOPRENE SOLES GIVE YOU THIS 
BALANCED COMBINATION OF PROPERTIES 





@ Resistance to oils, greases and acids 
@ Resistance to flex-cracking—even at freezing temperatures 
@ Resistance to softening—even in extreme heat 
@ Resistance to abrasion, chipping 


‘stellt E. |. du Pont de Nemours 
ai iA; rm & Co. (Inc.) 
Sige : j Elastomer Chemicals Dept. BS-9 
shaw 5, Wilmington 98, Delaware 
Please send me your free booklet, 
‘Neoprene Shoe Soles.” 


Better things for better living : 
... through chemistry Name 
Posilion 

Firm 
— made by Du Pont Address 
for 25 years City 


FOR THE FULL STORY OF NEOPRENE SOLES, SEND FOR THIS FREE BOOKLET —7 
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LIFE STRIDE PEDWIN 


BUSTER BROWN RISQUE | 
ROBIN HOOD | | 





















































“LIFE is beautiful in Sacramento— 
and will get more profitable, too!” 


—says W.S. Green of Green & Heyden, Sacramento | 


“What a boost Brown Shoe Company’s_ in the Sacramento area where LIFE 

LIFE campaign will give our Brown _ readers will buy 1,137,880 pairs of shoes 

Shoe brands in Sacramento,” says W.S. during the coming year! 

Green, Brown Franchise merchant. “These LIFE ads are going to make 
“This campaign puts 10,731,983 LIFE new friends for us and we’ll make 

impressions on Brown brands right here customers out of them.” 


B Brown Shoe Company 


BROWN St. Louis... Makers of: 


SHOE COMPANY 


Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown * Official Boy 


| ) hit Scout Shoes * Official Girl Scout Shoes ¢ Life Stride * Westports by Life Stride * Naturalizer 
ual Y at your feet * Pedwin * Propr-Bilt * Risque * Robin Hood « Robinette * Roblee 
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Iron 
LOW-HEEL 


Shoe 
Bottoms 





Jitted for low-heel work. 





It’s coming faster all the time — the demand for 
better quality in low-heel shoes of the moccasin, loafer 
and ballerina types. That’s why you should consider 
the W/E Lasted Bottom Ironing Machine — Model 
A with low-heel fittings. 

You will get sharply defined feather lines for the 
rougher to follow, better sole attaching from a 
smoother bottom, and generally improved appearance 
in your finished shoes. 

Ideal for all low-heel work on men’s, women’s, boys’ 
and growing girls’ cement shoes where the heel height 
range is from 2/8 to 12/8. Fittings can also be supplied 
for high-heel work up to 24/8. Contact your (G/ 
representative now for further details on the advan- 
tages of this machine. 


United cx 
Shoe Machinery Corporation ea 
Model A, Boston, Massachusetts 
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The sun drenched 
colors of GAUGUIN’S 
paintings are the 
inspiration for 


high-fashion designers. 


LEVOR is first-up 
with leathers in 
smooth, grained and 
suede finishes that 
portray the jungle 
blooms, primitive 
dyes, and earth tones 
of the South Sea 


Islands. 


G. LEVOR & CO., INC. TAN-ART CO., INC. 
Tanners Since 1876 Gloversville, N. Y. 
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IN STOCK e IMMEDIATE DELIVERY 


OFF STAGE 
Black Kid 
Ballet T Strap 


$4.75 


IVY LEAGUE 

Black Suede —Black Kid Collar 
with White Buttons 

Black and Tan Striped 

Ivy League Lining 


$4.75 


Black Suede — 
Multijewels 


$6.35 


SIDE DRAPE BUTTON 
Black Smooth Leather 


Briarwood Smooth 
Leather ante 
$5.35 SIDE DRAPE FLAT 


Colors and Materials same 
/ as Side Drape Button $5.35 


/ 
i 
FASHION\FLATS oo muwe 
= Colors and Materials same 
—- as Side Drape Button $5.35 


SEND ORDERS TO IN-STOCK DEPARTMENT, DEB SHOE COMPANY, WASHINGTON, MISSOURI 
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SHOES FOR CHILDREN 


EBY SHOE CORPORATION e EPHRATA, PENNSYLVANIA 


New York City Sales Office: 465 Marbridge Bidg. 
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Sales prove it!... 


ie bee 
uit 


t 


SALES RECORD - STYLE AND VOLUME 
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SHOES USING 


ARE 


Shoe patterns that sell in steadily increasing 
volume ... year after year ... are profit- 
able “bread ’n’ butter” items. They obviously 
have the style, price and comfort factors that 


satisfy consumers. 


This is particularly true of footwear using 
FABRIcushon foam-fabric combinations as 
linings, insoles or bottom fillers. The results 
are consistent ... high volume sales. 


That’s why more and more shoe manufac- 
turers ... and combiners ... are specifying 
FABRIcushon materials for dress shoes, 
casual shoes, slippers, work shoes and hunt- 
ing boots. They know from experience that 
it’s a matter of dollars and sense! 


LINES! 


TOP SELLERS FOR THREE 
INTERNATIONAL SHOE 
BRANCHES FEATURE 
FABRicushon LININGS 


Typical “bread ’n’ butter” case histories are reported by 
International Shoe Co. for a pattern using FABRIcushon 
upper linings. Sold under the names of Trim Tred 
(Roberts, Johnson, Rand), Velvet Step (Peters Shoe 
Co.) and Grace Walker (Friedman-Shelby), this style 
has been the biggest selling pattern for three consecutive 
years. And it is expected to continue indefinitely. 
FABRIcushon lining provides the two important sales 
features of this pattern ... style and cushioning. It has 
the additional value of being easy to handle and to work 
in production. 


FABRicushon products are produced under Patents 2,628,654 and 2,649,391. 
Andrews-Alderfer Division 
1031 HOME AVENUE ¢ AKRON 10, OHIO 


Representatives: BOSTON: Continental Textile Corp. NEW YORK: Eastern Foam Fabric Co. DEL RAY BEACH, FLA.: Hugh Crull, CINCINNATI: M. Hale Co. 
NASHVILLE: Robert Porter, ST. LOUIS: Gerald D. Scott Sales Co. LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co. 


* Trade-Mark of The Kendall Company 


THE COMPANY 
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# fo 4y 


be 


OW ots 


5% — 30 days; 
31 days net 


WRITE FOR NEW 
CATALOG 


for immediate delivery 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 





MANUFACTURERS 


PARAGOULD, ARKANSAS 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 


LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 


SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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Prettier when new prettier after 
being worn. That’s because of the 
unusual DURALENE finish. Wipe with a 
damp cloth and surface dirt disappears. 
The rich DURALENE finish is highly 
water resistant and extremely durable. 
But best of all, you can have these 
advantages ai a savings up to 1¢ per 
pair. DURALENE White is a complete 
finish for smooth leather shoes, not just 
a uniformer. Ragging, brushing, or 
spraying to attain luster is unnecessary. 
DURALENE is easily applied with a brush 
or sponge — and its luster is 

built-in to stay. 

Use DURALENE White Finish on your 
smooth leather shoes. Get improved 
appearance plus an extra bonus 
savings in the Packing Room. 

















DURALENE 


A product and registered trademark 
of the BB Chemical Co. 


Distributed by... 


SHOE MACHINERY CORPORATION 


To} dolammyt-t-1-1- letalel-1-3a0-] 





Geared to increase your 


shoe pairage per child! 


SELLS MORE SHOES | 

| 

PER CHILD PER YEAR FOR YOU! A Guide to Your Child’s | 
9 ‘ ar : Foot Growth is . 
It’s your campaign. Make the most of it! OEE @ Avon's Foot-Growth 
Seat ° 9 : 4 tS SA Chart for your store ! 
Fatten last year’s low 2.74 pair average : cama gl ere ies 





children’s shoe consumption in 1957 by —_j 


8 to 12 week Every 8 weeks 


educating parents about shoe size check- iy eg whee snl 


: hl cela d : Rete Fs rainy acy eon | 4 | Home Chart Booklet 
ing. isplay and use Avons Foot- 3 for your customers! 
Growth Chart to sell more shoes. Get all order from your shoe 


. ° ° + +77 *. : ommae Fs F manufacturer 
of these compelling selling aids FREE:* en ee 


AVONITE 


Teen = ROR RE RS BS . 


not on all shoes... 
just the best ones 


Customers Buy with 

AVONITE'S Reason-Why! 
What could be more appealing to careful 
parents than Avonite’s theme . . . “Protect 
your child’s feet!” It’s sure to expand con- 
sumer demand for the good shoes that bear 
Avonite Soles . . . long-wearing, no-repairing 
Avonite Soles — the prime quality soles 
that rate best in every shoewear test! 


*Get your FREE selling aids. Write today to: 
Manufacturer of HIGHEST QUALITY SOLES for 47 years 


AVON SOLE COMPANY « Avon, Massachusetts 





Add this ad to your selling force 
— one of a series by Avonite 
appearing in Good Housekeeping 
and Parents’ Magazines 


1 OR 4 REF 

* Guaranteed by ~ 

Good Housekeeping 
~ 


ia 
NO; at 
TAS anverristo WE 


Your child grows 
from head to toes 


CHECK SHOE SIZE REGULARLY 
. .. give foot growth the shoe-room it 
needs for strong, healthy feet. This 
chart tells you how — age is the 
gauge — it’s FREE for you at all 
better shoe stores from Avonite . . . 
the prime quality soles that rate 
best in every shoe-wear test! 


A Guide to Your Cuiia’s 
Be smart... 
fit your 
child by 
this chart 


A Word to Wise Parents from 


AVONITE SOLES 


Children's feet grow faster than Avonite 

Soles wear out! That's why the makers 

of Avonite Soles have supplied your 

favorite shoe store with this foot-growth 

chart — FREE for you. It's your guide to 
proper size just as Avonite is your 
. Solemark of Quality. 


: emo ~~ Pro ccccccccccccs 
P” Guaranteed by > 
Good Housekeeping 
S45 sortase” we 


AVONITE 


not on all shoes... just the best ones 


Manufacturer of 


HIGHEST QUALITY SOLES 


for forty-seven years 


AVON sole COMPANY: Avon, Mass. 


October PARENTS’ MAGAZINE 
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FEATHER-LIGHT FABRIC CASUALS 


New ideas to make old favor- 
ites more popular than ever — 
and more profitable, too! Now 
Pfeiffer’s brings you up-to-date 
in casuals. Stunning new pat- 
terns, floating air cushion soles, 
volume-producing prices — 
everything that every dealer 
wants in casuals! 


Retail $2.95 
and up 








Pal-Ette Dressy Kesorter 


Just one of many new Pfeiffer’s “double-duty” 
fabric casuals, featuring popular 11/8 wedge heel 
and leather-like sole. Relaxing for leisure hours... 
dressy for afternoon and evening wear, too. 


RESORTER 





Thio iv 
Carry«Pack 


That oeale 


ae 

RII 

: eae 
CARRY*PACK « Ge d 

oe 


HANDLES 





this is how Carry-Pack 
improves your business 


e seals all types of boxes, bags, or wraps 


add profit to 
every sale! 
Imprinted, they 


> advertise for you! ‘ e costs far less than string, cellophane tape, 


: ; ‘ or special wraps 
nvestigate . 
: Ee @ makes Carrying easy... . customers love the convenience 
:CARRY*PACK now! 2 rangi 
oo wee Me : @ Saves wrapping time... . takes just six seconds to apply 
e eliminates shoplifting 


it’s a sure sign that a sale has been made 
e easy to operate dispenser 


... can be mastered in minutes 
e custom imprints, to match your packaging 
design or advertise your store 


e seventeen beautiful stock colors, 
with matching gummed tape 


e dispensers loaned free . . . in accord with liberal plan 


MAIL COUPON FOR 
FREE DEMONSTRATION OR SAMPLES 


CARRY-PACK CO., LTD. 
SCHILLER PARK, ILLINOIS BSR 


Canadian Licensee: Top Paper Products Limited, 
Guelph. Ontario 


(0 Please send free 10 day trial 
( Please send free samples. 

my color choles 16 
Check if you use: BOXES ; BAGS 
WRAP IN PAPER_ 


Name 





Store 
Address. 
City. Zone____ State 
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STYLE? SURE! 


...it’s What you 
cant see 
that sells 

these shoes 


Of course the shoes you stock have to have 
style... the man looking in your window 
will keep on going unless he thinks ““That 
looks like the shoe for me!” 


But shoes are sold at the fitting stool, and 
that’s where Johnsonian Guide-Steps really 
shine. It’s what you can’t see that sells these 
shoes... it’s comfort. Comfort makes the 
man say “This is the shoe for me!”’ 


Johnsonian Guide-Steps combine flawless 
styling and wonderfully comfortable fit. 
They are made on Guide-Step lasts, de- 


veloped during 30 years of research involv- 
ing thousands of foot measurements on feet 
in action. They are designed to fit the feet 
in action. 


This means repeat business for you: 
Johnsonian Guide-Step style brings men 
into your store ...Johnsonian Guide-Step 
comfort brings them back! For further in- 
formation write the Endicott Johnson 
division nearest you. 


Priced to retail profitably at $995 to $1295 


Nationally advertised in LIFE, SATURDAY EVENING POST, LOOK, ARGOSY, AMERICAN LEGION 
and FARM JOURNAL 


GUIDE- STEPS 
ENDICOTT JOHNSON CORPORATION, ENDICOTT 1, N.Y., ST. LOUIS 22, MO., NEW YORK 13, N.Y. 
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Editorial Outlook 





Secret Weapon 


ETAIL shoe business provided the setting for a 
recent Kraft Foods Company NBC television pres- 
entation. The dramatic production titled “Suc- 

cess” told the story of a high-powered executive who, 
after losing his position for disagreeing with his boss, 
found himself frozen out of the high echelon job market. 

After exhausting all of his savings, he finally accepted 
a job as a temporary clerk in a chain shoe store. His 
socially ambitious wife spread a story around the country 
club to the effect that her husband was not just a shoe 
clerk, but was engaged on a sales research project for 
the management of the store. Here an interesting switch 
develops in the story. The shoe salesman is offered his 
old job back at a 25 per cent pay boost, but calmly 
decides to stay at the fitting stool even though his decision 
means a drastic scaling down of his standard of living. 
He finds in his new work a challenge to his unused talents. 
a happier way of life and complete escape from the ulcer 
squad, 

Typical Thinking 

Interesting and typical of the thinking of far too many 
people is the wife’s attitude that selling shoes is far 
beneath the dignity and ability of her husband. It brings 
to mind the old vaudeville quip “Well, it’s better than 
selling shoes in Kansas City.” 

For several years the industry has been fighting tooth 
and nail to develop a better appreciation for shoes by 
the consuming public. However, in all the plans and 
programs that have been tried or suggested, everyone 
seems to have overlooked one very obvious ace-in-the-hole. 
What more direct way could there be to sell a better ap- 
preciation for shoes than to develop a better appreciation 
for the important service which a sincere, qualified shoe 
fitter renders every time he fits a pair of shoes. 

In his article, “New Marketing Techniques,” on page 49 
of this issue of Boot AND SHOE ReEcorpDeER, Harrison 
Young, Marketing Director, Better Packaging Advisory 
Council, cites some disturbing figures on the rapid decline 
in the number of retail salesmen in the last eleven years. 
He predicts a further decrease in the next three years. 
Retailing will not be able to service the anticipated 175 
million population in 1960 he infers. “At the retail level 
—75 to 80 per cent of all goods sold today is via self- 
selection or self-service because retail selling is practically 
non-existent. Customers prefer this method of buying,” 
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At the National Shoe Fair last fall, E. R. Richer, vice- 
president, Grey Advertising Agency, Inc., raised the ques- 
tion “Is the shoe industry backward on the matter of pre- 
packaging.” He said, “While size is important, size 
certainly isn’t much more of a major factor in making 
this sale (shoes) than it is in selling a lot of other things, 
such as shirts, socks, underwear . . . / rather suspect that 
a lot of real old time shoe merchants aren’t particularly 
anxious to get into this type of operation because of the 
hokus pokus they have created over a period of time that 
the shoe store is the one place that’s still left where per- 
sonal attention and personal service is almost a pre- 
requisite for making the sale.” These are typical reactions 
of the mass merchandiser to the inertia they profess to 
find in the shoe business. 


Size Is Vitally Important 

We disagree with both Mr. Young and Mr. Richer. Size 
is vitally important in shoes and the personal service 
which a shoe store renders to its customers is anything 
but hokus pokus. We take exception as well to the theory 
that retail selling is practically non-existent. It is very 
much alive in shoes and we suspect it will survive in other 
fields of retailing. We believe in the long run it will prove 
to be our “secret weapon” in the battle for more consumer 
dollars for shoes. 

Despite the flurry of excitement which self-service is 
causing in low end shoe selling, we believe in the years 
ahead retailers will place more value, not less on well 
trained personnel and service selling. 

There are definite indications of a swing to more service 
selling in the emphasis which the major chains are placing 
on sales training and the importance of accurate fitting, 
particularly in children’s shoes. It has been said that the 
chains are becoming more like independents and the 
independents more like chains. Confronted with the neces- 
sity for escaping from long established price brackets, the 
chains are promoting service as they never have before. 
Increasing competition will cause them to add still more 
services and to promote them more vigorously. 

Shoe retailing needs more efficient salesmen and every 
mechanical device that will help increase sales productivity 
should be adopted. Pre-packaging and perhaps some other 
forms of self service may help to improve that 


[TURN TO PAGE 66, PLEASE] 
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fear at, (fay... PARENTS 


These brands are advertised in the August, 
September or October issues of PARENTS’ MAGAZINE. 


Sree Rie LAZY-QWNES 
SHOE 


Miles  AVONITE 
Heels * S/o, Candy Kids 


_— Ba, 2s ESQUIRE _ ccrseRICH 
NEOLITE 


Sa es TINGLEY Rage 
“uc Bonet 


os WELtco 
SHOES : 








DUNHAM’S 


CLL 


Ybctwved by ER Little Yankee 


SHOECRAFT a i cyt 


Proud: Fit fas 


oy !Scholls “gr 


Anchor 
Gite ats EZ SHOE LATCH 


GRIFFIN SAGE: “ALL 4 
‘HOLLYWOOD SHOE POSH Ag EYyyTE  BodTs Phy! Flex sre. 





MAGAZINE influences the 
buying of more children’s shoes 
than any other national magazine! 


Brands tieing in with the 
LEATHER INDUSTRIES OF AMERICA’S promotion 
in the September issue of PARENTS’ MAGAZINE. 


JUMPING-JACKS SIMPLEX 
Fexies 


a 


FIVE STAR 
Footwear 


| PARENTS’ MAGAZINE reaches 
| 1,775,000° families with 
| 3,775,000 growing children... 
R, | total monthly readership 
yc” || of 6,000,000. 

p *Effective January 1958 issue 


PARENTS’ MAGAZINE, 52 Vanderbilt Avenue, New York 17, N. Y. © Atlanta ¢ Boston * Chicago * Los Angeles * San Francisco 
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...an after-five shoe on the tapered toe last, 

a rhinestone ornament gracing the decorative 
tongue. Superbly conceived in HUBSCHMAN’S CALF 
Beet Root #564 (sketched); availabie, too, in 
Town Brown #572, Banker's Gray #349, and Black; 


by brauer bros. shoe company, st. louis 8, missouri 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, N. Y. 1 
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Boom Swings 
Around 








—Manufacturers and retailers of children’s shoes, 
apparel, food, toys and accessories have been the 
lucky ones. 


—During the past ten to fifteen years, they have 
been in on the ground floor of supplying the 
needs of the bumper crops of “war and post war” 
babies that have increased our population by 
about four million per year. 


—These bumper babies have been growing up in 
the mean time and now represent TOMORROW’S 
BOOM! Not actually tomorrow, but let us say, 
three years from now. 


—During the 1960-1970 decade, almost 33 million 
persons will celebrate their 18th birthday and 
step into the market as independent consumers 
and wage earners. 


— “Then, at the rate of about 1.6 million couples, 
they will get married and create family units . . . 
buying and spending and wanting as only young 
families can.” (The quote is Sales Management’s.) 


—Think of the sales potential that represents! 


—Think of the competition for the spending dollar 
of those consumers? 


—What plans are you making to meet the shoe de- 
mands of these consumers? 


—As Sales Management put it, in answer to the 
query: “What does this mean to you? ... It 
means that opportunity will knock for a second 
time within a generation. You'll get a second 
chance to capitalize on that most pleasant phase 
of the economic cycle—the boom.” 


loonaiiaeeeenaany 


] ‘ 4 . { iE canal. ? 
Publisher 
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VAISEY - BRISTOL 


NEWS 






Retailers report 


“A SELL OUT” 


and are re-ordering 






pay 
CLASSIC STEP-INS 
for back-to-school promotions 


In Stock... Ready to Ship! 


The Campus ‘‘Fashion Board” selections 
for basic back-to-school shoes. 



















The “TOWNSTER” =... 6-10... Widths AAAA 


Light and flexible sizes 5-10... Widths AAA 

with soft kicker back. & AA 
Styles #5221 Brown, Sizes 412-10. Widths A 

#5821 Black. $4.20 Sizes 4-10... Widths B & C 


















The “ROADSTER” 









Sizes 6-10... Widths AAAA 


Sizes 5-10... Widths AAA 
& AA 


Sizes 42-10. Widths A 
Sizes 4-10...Widths B & C 


VAISEY BRISTO 


MONETT, 


Beautifully crafted, 
has moulded counter 
with one-piece foxing. 
Styles #6221 Brown, 
#6821 Black. $4.60 


L SHOE CO. 


MO. 














WED Yio deatnaton whos 
in September... 


A coast-to-coast 
advertising campaign in 


700 


NEWSPAPERS 


Here's a tremendous national advertising campaign that 
brings a sales wallop in the home towns of Acme dealers 
throughout the nation. Here is intensified circulation of 
local newspapers to back up the prestige of national 
magazines. 


This same coast-to-coast campaign, in the same news- 
papers, will be repeated about December Ist to boost 
Christmas selling. 


Acme pays for this campaign, and dealers will find it 
profitable to tie-in with ads of their own! 
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Ji — @ Full-color, full page in September 14th issue of 


ACME BOOT COMPANY, inc. L SATURDAY EVENING POST 


Clarksville, Tennessee 


@ Look for other Acme advertising in 


PARENTS’ MAGAZINE 
@ WESTERN HORSEMAN 


® TODAY’S HEALTH, a publication of the 
AMERICAN MEDICAL ASSOCIATION 


mgmt AMERICA’S MOST POPULAR COWBOY BOOTS 
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new 
cCusnion 
cork 


Brings deep-cushion comfort 
to the smartest shoes 










Imagine a shoe cushioning material that ac- 
tually floats the foot — gives barefoot 
comfort wherever you go. That’s Cushion 
Cork®, an utterly new material made from 
cork, nature’s own foam. Cushion Cork al- 
ways gives you the exact cushioning you 
need. It yields in direct proportion to your 
weight — less when you are standing, more 
when you walk or dance. Though it cradles 
your foot gently, Cushion Cork always 
keeps ample buoyancy in reserve. It simply 
» can’t get tired or pack down or lose its 
“uabape. For true deep-cushion comfort, there 
ever been a cushioning material like 
on Cork. You'll find it now in the 
t, trimmest shoes for street, dancing, 
ear. Armstrong Cork Company, 
, Pennsylvania. 























Ymstrong CUSHION CORK 


... the natural foam for deep-cushion comfort 





Tips on selling shoes 
Cushioned with 
new Cushion Cork 


COMPLETELY DIFFERENT MATERIAL, 


CONTAINS NO RUBBER 


Here’s an exciting new story to tell, about a new kind of comfort—deep- 
cushion comfort. New Cushion Cork® is a remarkable new cushioning ma- 
terial that contains no rubber whatsoever. It gives a new kind of comfort— 
cushioning in depth—DEEP-CUSHION COMFORT. 


The secret of this deep-cushion comfort 
is a revolutionary new way of combin- 
ing finely ground cork—nature’s own 
foam—with a newly developed binding 
material that’s as flexible as cork itself. 


New Cushion Cork compresses in direct 
proportion to body weight. When you 
stand quietly, Cushion Cork yields just 
enough to float your foot gently, yet pro- 
vides the support needed for comfort. 


Send for free, cube-shaped sample of this 
new material. Test the gentle, deep-cushion 
comfort of new Cushion Cork for yourself. 
Write Armstrong Cork Company, 6309 Del- 


aware Avenue, Lancaster, Pennsylvania. 
~ 


The new Cushion Cork is a visco-elastic 
material. It compresses under pressure 
and returns to its original thickness at 
a smooth, even rate. This makes it a 
natural, highly efficient shock absorber. 


When you walk or dance, new Cushion 
Cork yields proportionately more. It 
absorbs foot impact smoothly and then 
flows—not springs—back to place for 
truly luxurious, deep-cushion comfort. 


By contrast, purely elastic shoe cushion- 
ing materials act like a spring. They 
bounce shocks back into the foot at 
every step and se tend to increase 
rather than lessen common foot fatigue. 


This comfort Jasts. Cushion Cork re- 
tains up to 4% times more cushion than 
conventional low-density materials of 
equal thickness . . . abundant protection 
against heat, cold, and hard pavements. 


Armstrong CUSHION CORK 


...the natural foam for deep-cushion comfort 
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Around Shoe World Is Chicago Fair Theme 





Every Line, From Most to Least Expensive, Can Be Examined There 
Fashion Show of Shoe Women Executives to Be Valuable Feature 


New Yorxk—Around the Shoe World 
in 80 hours will be the theme of this 
year’s global sized National Shoe Fair 
in Chicago, October 27 through 31. For 
one week the Windy City will become 
the hub of the shoe universe with 1,300 
sample rooms open for the American 
shoe retailer as well as thousands of 
square feet of open exhibition space 
filled with 95 percent of all types of 
shoes produced for the retailer’s 1958 
expanding sales program. 

One point of vital interest to the 
shoe retailer this year will be the in- 
creasingly important all-inclusive as- 
pect of the National Shoe Fair. Truly, 
it will be a shoe world, for now, more 
than ever, the retailer will be able to 
examine every line at the National 
Shoe Fair, from the most expensive 
to the least expensive. The high-fash- 
ion, high-priced footwear lines, which 
so often required special trips on the 
part of the retailer in order to see 
them, are increasing their showings 
at the National Shoe Fair. Thus, spe- 
cial trips are largely eliminated. 

Four of Chicago’s greatest hotels 
will pool their space to provide room 
for this year’s National Shoe Fair. 
Here in 80 hours—five days of 16 
hours each day, equals 80 hours—the 


Shoe colors for 1958 


shoe retailer can, by foot and free bus 
transportation, circle the world of foot- 
wear. 


As the all inclusive, world-wide as- 
pects of the Shoe Fair grow, it becomes 
more and more essential for wary shoe 
retailers to attend, according to Ed- 
ward M. McDonald, executive vice- 
president of the National Shoe Retail- 
ers Association, which, with the Na- 
tional Shoe Manufacturers Associa- 
tion, is sponsoring the Fair. 

The Shoe Fair, according 
McDonald, gives the retailer 
equalled chance to compare 
“Most retailers have a few 
that make up the major part of their 
busineg3,” the NSRA leader said. 
“They depend on them for eighty per 
cent of their business. Traveling 
around this world of shoes, they can 
compare their sources with competitors 
in the same price category. At the Na- 
tional Shoe Fair, every door is open 
to the retailer.” 

Another important attraction again 
this year, Mr. McDonald emphasized, 
is the availability of top management 
personnel for discussions of manufac- 
turers’ plans with the retailer. 

[TURN TO PAGE 26, PLEASE] 


to Mr. 
an un- 
values. 
sources 
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eSpie@-tis five members of Shoe Women Executives 


met fo discuss a footwear fashion show which their organization will present 

October 29 at the-Nafional Shoe Fair in Chicago. Committee members shown 

above are, from left, Louise Collins, secretary of SWE; Emily Bryant, co-chairman, 

program committee; Marion Marsh, former vice-president of SWE; Jean Bandler, 

president of SWE and chairman of re fashion show, and Grace Sage, program 
chairman. 


September |, 1957 





_ 


Feltman-Curme Retail Units 
Operating as Duane Stores 


St. Louris—The Feltman-Curme re- 
tail store division of International Shoe 
Company is now operating under the 
name of Duane stores, it was an- 
nounced by Raymond L. Seaman, gen- 
eral manager of the division. 

Located in the greater Chicago area 
as well as in Indianapolis and Rich- 
mond, Ind., the name of the 15-store 
group was changed in mid-August to 
reflect the new type of operation be- 
ing launched with the fall selling sea- 
son. 

The stores, which formerly operated 
under separate names, will operate as 
complete family line shoe stores. Win- 
throp men’s shoes and Queen Quality 
women’s footwear will be carried in 
some of the stores for the first time. 

The Duane stores in Chicago will 
feature Rand, Randcraft and Winthrop 
shoes for men; Trim Tred, Vitality and 
Accent shoes for women and Poll Par- 
rot for children. Handbags and hosiery 
also will be sold. Two of these stores, 
located on Halsted Street, are under- 
going redecoration and repair. 

At the Indianapolis store, Rand and 
Winthrop in men’s shoes and Trim 
Tred and Queen Quality for women will 
be featured. The Richmond stores will 
handle John C. Roberts and Kingsway 
for men, Grace Walker and Queen 
Quality for women and Red Goose for 
children. 

Price lines to be followed range from 
$9.95 to $17.95 for men, $6.95 to $12.95 
for women and $4.95 to $7.95 for chil- 
dren. 


W. Robert Ecton Appointed 
A Dixon-Bartlett Officer 


BALTIMORE—At a recent meeting of 
the board of directors of Dixon Bartlett 
Company, here, makers of Hill and 
Dale shoes, W. Robert Ecton was 
elected a vice-presdent of the company. 
The company said the promotion re- 
flected the outstanding job he has done 
in development of sales and promotion. 

He was graduated from the Univer- 
sity of Oklahoma Law School in 1942, 
and, during the war, saw service in the 
Pacific as a major of artillery. 

Before entering the manufacturing 
field, he spent 10 years in retail opera- 
tions, after which, he served in the 
sales divisions of Brauer Bros. and E. 
P. Reed and Company. 

He joined..-Dixon-Bartlett Company 
in 1952. 
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Buyers Are Re-Assigned by G. R. Kinney 


E. L. GUESS E. M. ALBERTS 


New YorK—Erwin L. Guess, for the 
past 14 years buyer of women’s pop- 
ular priced fashion footwear for G. R. 
Kinney Corporation has tendered his 
resignation effective October 1. 

Still a young man, Mr. Guess has 
spent most of his lifetime with Kinney. 
Starting as a salesman in Austin, 
Texas in 1924, he moved from that 
position successively to store manager, 
district manager and finally in Decem- 
ber, 1943 was appointed buyer. 

Mr. and Mrs. Guess, who are natives 
of Texas, plan to return to their home 
state as soon as he retires. 

Emil M. Alberts, buyer of women’s 


L. H. WALTERS E. T. LUCAS 


handbags and hosiery for the past 
seven years, will fill the vacancy 
created by Mr. Guess’ resignation and 
will become buyer of women’s popular 
priced fashion footwear. 

Mr. Alberts will work in association 
with L. H. Walters who is presently 
buyer of the higher priced women’s 
fashion lines. This new buying entity 
will bring even closer co-ordination in 
the buying of all women’s fashion lines. 

E. T. Lucas, buyer of short hose 
and findings, has been selected for the 
post of buyer of women’s handbags 
and hosiery. Mr. Lucas succeeds Emil 
Alberts in this position. 





Brooklyn College Offers 
Shoe and Leather Course 


New YorK—An advanced course in 
shoe and leather technology will be 
offered this fall during the evening 
at the New York City Community Col- 
lege for Applied Arts and Sciences, 
300 Pearl Street, Brooklyn. Registra- 
tion begins Monday, September 9, 6 
P.M., and continues through Wednes- 
day, September 11, 8 P.M. 

Contents of the course include en- 
gineering of footwear for fashion, pro- 
duction, comfort and materials. Phases 
will cover the selection and evaluation 
of materials and lasts, the nature of 
leather and tanning operations and an 
examination of shoe making machinery 
and instruments. 

Lecturing to the course this fall will 
be Dave Serling, president of the Ster- 
ling Last Company, who will discuss 
new lasts in the women’s fashion field. 
Gus Frost, superintendent of the An- 
drew Geller Shoe Company, will cover 
the Sbicca shoe making process and its 
role in the manufacture of women’s 
shoes. Grace Powell, shoe designer, 
will present a talk on the effects of 
new materials on fashion footwear. 
Other footwear experts will address 
the students during the course of the 
term. 

Milton Bailey, supervisor of foot- 
wear development for the Navy Cloth- 
ing and Textile Office, will direct the 
course. Mr. Bailey announced that the 
class will begin Wednesday evening, 
8 P.M., September 18. 
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Charles Miller Resigns 
As I. Miller Vice-President 


NEw YorkK—Charles Miller, execu- 
tive vice-president of I. Miller and 
Sons Company, announced he has re- 
signed his position with the company. 
Mr. Miller’s future plans are to be 
announced shortly. 

Ben Willingham confirmed Mr. Mil- 
ler’s announcement and said in the 
future the management organization of 
I. Miller would report directly to him 
as president. 

At the same time Mr. Willingham 
announced that Edward Russell, Jr., 
was scheduled to join I. Miller Septem- 
ber 1 as executive assistant to the 
president. Mr. Russell comes to I. Mil- 
ler from Avondale Mills where he has 
served as vice-president for the past 
several years. 


Armed Forces Plan Purchase 
Of 825,000 Pairs of Boots 


PHILADELPHIA—The Military Cloth- 
ing and Textile Supply Agency, Phil- 
adelphia Quartermaster Depot, plans 
to award contracts in the near future 
covering the procurement of more than 
825,000 pairs of combat boots. 

Of this quantity, 362,358 pairs will 
be made of russet leather. Deliveries 
will be scheduled from January to 
March. The remainder, 463,788 pairs, 
will be of black leather and deliveries 
will be scheduled from January to 
June. 


Jarman Has Biggest Month 


NASHVILLE, TENN.—Earl T. Bump- 
ous, president of Jarman Shoe Com- 
pany reported July was the biggest 
shipping month in dollar volume in the 
company’s history. He said further, 
that the fall selling season, covering 
the first 17 weeks, shows a substantial 
percentage increase in sales over the 
same period a year ago and that mail 
orders also show a sizeable gain for 
the same period. 


Ben Ellis Appointed to Head 
New Edison Casual Division 


St. Louis—Ben Ellis has been pro- 
moted and appointed to the post of 
buyer for the newly-combined casual 
division of Edison Brothers Stores, 
Inc., it was announced recently by 
Simon Edison, executive vice-president. 


BEN ELLIS 


This newly consolidated division in- 
cludes both the Casualet department 
with its price lines of $4.99 and $3.99, 
and the Playgoer department with its 
basically $2.99 line. These shoes are 
used by 250 Baker’s, Leed’s and Burt’s 
stores. 

The buying of these three price lines 
now will be channelled through one 
division under Mr. Ellis, with Joe 
Holtzman as the associate buyer. 

Mr. Ellis began as a salesman for 
Edison Brothers in 1934 and held posts 
as manager for the firm in several 
cities. He was promoted to the home 
office merchandising staff in 1944, and 
in 1947 was named to his first buying 
position. 


Children’s Shoe Store 
Opens in Omaha 


OMAHA—Brady’s Juvenile Shoes has 
opened at 120 South Seventeenth 
Street in downtown Omaha. The store 
is a branch of Brady’s Jack and Jill 
Shop, 225 South Thirteenth Street, 
Lincoln. 

Head of the firm is A. J. Brady, who 
will continue his personal association 
with the Lincoln store. The manager 
of the Omaha store is Charles James. 
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St. Louis Man to Address 
Leather Chemists in Rome 


St. Louis—F. Leslie Collins, assis- 
tant director of the Cherokee Labora- 
tory, International Shoe Company, will 
present a paper in Rome, Italy, before 
the Fifth Congress of International 
Union of the Leather Chemists So- 
cieties. 

The paper, prepared jointly by Mr. 
Collins and his associate, Gabriel M. 
Oliensis, a chemist, will be presented 
the week of September 15, when the 
conference convenes in Rome. The sub- 
ject will be “Case History cf Quality 
Control in Chrome Tanning.” 

International Shoe Company launch- 
ed its program of quality control meth- 
odology in tanning as early as 1946. 
Mr. Collins’ lecture will explain how 
the program was established, includ- 
ing the results of the plan following 
its application to International’s four 
chrome side leather tanneries. 


Mr. Collins, accompanied by S. L. 
Parson, Jr., a chemical engineer from 
International, will spend seven weeks 
in Western Europe visiting tanneries 
and shoe manufacturing plants to 
study procedures and techniques in 
these related fields. Nations included 
in their itinerary are Italy, Switzer- 
land, West Germany, Holland and 
England. 


Mr. Collins and Mr. Parson expect 
to return to St. Louis the latter part 
of October. 


Cooney-Weiss Fabric 
Names New Sales Director 


Boston—The appointment of a new 
director of sales and the addition of 
two new sales representatives have 
been announced by the Cooney-Weiss 
Fabric Corporation and its subsidiary, 
Gold Crown Fabrics, Inc. 


Now heading the sales activities of 
these two companies is Alfred G. Mor- 
gan, Jr., until recently New York 
regional manager for Textileather di- 
vision of the General Tire and Rubber 
Company. He has had wide experience 
in the coated fabric field. 


The two new sales representatives 
are Victor W. Short and his son, 
Richard. Making their headquarters in 
Binghamton, N. Y., they will concen- 
trate on sales to the shoe industry in 
up-state New York. 


Opens Self-Service Store 


LINCOLN, NeB.—James O. Hill of 
Kansas City, Mo., has opened the Hill 
Bros. Self-Service Shoe Store at 1907 
“O” Street, where all types of men’s, 
women’s and children’s footwear will 
be displayed on a fit-yourself basis on 
slanted shelves. All boxes will be open 
and plainly marked for size and price. 
The store is part of a chain operated 
by Hill Bros. in Kansas, Missouri, 
Iowa and Nebraska, 
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Retailers’ Management Clinic 
Set for National Shoe Fair 


New York — Richard M. Clewett, 
chairman of the Department of Market- 
ing, Northwestern University School 
of Commerce, will conduct a three-day 
store management clinic for shoe re- 
tailers at the 1957 National Shoe Fair 
in Chicago. 

The management clinic, a highlight 
of the annual footwear exhibition, will 
be held during the first three days of 
this year’s Shoe Fair, scheduled for 
Oct. 27-31. 


RICHARD M. CLEWETT 

Retailers throughout the country 
have been invited to bring their in- 
dividual management and fiscal prob- 
lems to Chicago for study by Professor 
Clewett and a team of specialists from 
Northwestern University. 

Shoe retailers who wish to take part 
in the clinic should request an analysis 
form and an appointment in Chicago 
during the first three days of the fair. 
Inquiries should be addressed to George 
Gayou, manager, National Shoe Fair, 
Palmer House, Chicago 90, II. 

National Shoe Fair officials report 
that the number of foreign firms taking 
part in this year’s show will be the 
largest in the 22-year history of the 
event. 

Making up the foreign contingent 
will be Italy, France, Germany, Swit- 
zerland, England, Ireland, Canada, In- 
dia, Mexico, Sweden and Japan. A 
delegation from the Commonwealth of 
Puerto Rico will represent the outlying 
territories of the United States. 


Directory of Shoe Buyers 
Planned by PPSSA 


New York—Retailers or wholesalers 
of footwear who have not been listed 
in the “Directory of Volume Shoe 
Buyers,” an annual publication of the 
Popular Price Shoe Show of America, 
may obtain such listing by requesting 
an application of the New York office 
of PPSSA, 51 East 42nd Street, ac- 
cording to Edward Atkins and Max- 
well Field, co-managers. 

The seventh edition of “A Directory 


of Volume Shoe Buyers” is now in 
preparation. It will be published and 
distributed in November. Thousands 
of copies are made available to the in- 
dustry, without charge, as a PPSSA 
service. 

Listings are geographical, by com- 
pany headquarters. Information in- 
cludes a description of the type of 
business; number of stores; if whole- 
saler, number of salesmen; names of 
buyers and merchandise managers. 
Separate listings are provided for wo- 
men’s and misses’ shoes, men’s and 
boys’, children’s and infants’, water- 
proof and tennis. 


Dates Set for 47th Annual 
NSTA Convention 


CuHIcAGO—The National Shoe Trav- 
elers’ Association will hold its 47th 
annual convention at the Hamilton 
Hotel, Chicago, on October 23, 24 and 
25. The directors meet on October 23, 
and the general convention opens at 
1:30 P.M. October 24. 

At the Thursday session, Marshall 
J. Mantler, managing director of the 
Bureau of Salesmen’s National Asso- 
ciations, will address the meeting and 
bring the delegates up to date on 
Bureau projects. At the Friday session, 
Earl Susman, general counsel for 
NSTA, will make his yearly report 
and also advise the delegates of pro- 
posed legislation that NSTA and the 
Bureau are sponsoring. 

On Thursday evening there will be 
a cocktail hour from 5 to 6 P.M., fol- 
lowed by a banquet. P. J. Hoffstrom, 
better known as “Hawf & Hawf,” na- 
tionally known TV caricaturist, will 
entertain the dinner guests. 

On Friday afternoon the election of 
officers for 1958 will be held. 


Leather Shoes for Children 
Advocated by Specialist 


LINCOLN, NEB.—Shoes are the most 
important clothing item parents buy 
for their children, says Clara N. Leo- 
pold, extension home management spe- 
cialist at the University of Nebraska. 
Since they eat up a big percentage of 
the clothing budget, she feels children’s 
shoe salesmen should take special care 
in fitting the child. 

The children’s shoe department 
should insist on selling all-leather dress 
shoes to the toddler, she declared. A 
child needs shoes as soon as he starts 
to walk, and the salesman should make 
it clear that all-leather shoes provide 
flexibility as well as solid support. 

In selling shoes for children of any 
age, she added, the salesman would do 
well to remind parents that good 
soles offer protection against foot in- 
juries. 

Finally, she cautioned the children’s 
shoe salesman always to keep in mind 
the fact that the last of a child’s shoe 
should be as straight as possible, and 
should follow the natural contours of 
the foot. 





Around Shoe World Is Chicago Fair Theme 


[CONTINUED FROM PAGE 23] 


“The retailer,” he said, “has an un- 
paralleled opportunity to discuss his 
particular problems at the highest level 
in the industries and learn over-all 
company plans and programs for the 
1958 spring and summer season.” 

Helping the retailer to circle the 
world of shoes will be the Shoe Women 
Executives whose members will, for 
the first time in the history of the Na- 
tional Shoe Fair, present a Fashion 
Show with a 1958 spring and summer 
forecast directed at appealing to the 
large and small retailer alike. Fash- 
ions will be presented as creative art, 
springing from creative sources, and 
the production will present fashions 
identified first with the individuals 
who create, adapt or influence the 
ideas. 


Breakfast Meeting on Monday 


After registration on Sunday, Octo- 
ber 27, the program for Around the 
Shoe World in 80 Hours will really 
get under way on Monday, October 
28, when a speaker of international re- 
pute will address the opening break- 
fast event at the Palmer House. Also 
at this time, the annual Retailer 
Achievement Awards will be made as 
well as Star Salesman prizes. 

On Tuesday at the luncheon and 
Fashion Show, which will be held at 
the Conrad Hilton Hotel at 12:15 P.M., 
announcement of the winners of the 
National Shoe Fair’s great new contest 
will be made. A trip to Mexico for two 
is the prize. 

Only Fair registrants will be eligible 
for this grand new first for the Fair. 

Furthermore, a unique sales training 
film illustrating some of the more ef- 
fective shoe retailing techniques will 
have its premiere at the Shoe Fair. 

Produced by McCall’s magazine as a 
service to the industry, the film has 
been designed to better acquaint shoe 
salesmen and manufacturers alike with 
the newest methods of retailing. 

A 20-minute, full-color, sound pro- 
duction, the film will be shown six 
times daily at the Shoe Fair from Oct. 
27-31. At the close of the Fair, it will 
be released to shoe manufacturers and 
retailers for use in sales training con- 
ferences. 

A McCall spokesman said a recent 
company survey showed that one of 
the major problems of shoe retailing 
today is the shoe salesman who is un- 
familiar with effective retailing tech- 
niques. He said his firm hopes that 
such a film, if made available on a 
nationwide basis, will help to remedy 
the situation. 

The McCall project has received the 
endorsement of all major shoe trade 
associations. 

Industry consultants for the film are 
George B. Hess, of Hess Shoes, Balti- 
more, chairman of the 1957 National 
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Shoe Fair, and Owen W. Metzger, of 
Wetherhold and Metzger, Allentown, 
Pa., former president of the National 
Shoe Retailers Association and a mem- 
ber of the Shoe Fair committee. 

If the nation’s fashion experts are 
correct in their predictions, color will 
be the byword when the 1957 Fair 
opens. 

Added to the feminine shoe ward- 
robe’s traditional “basics” — brown, 
black and navy—will be a whole new 
array, ranging from the faintest “un- 
derwater” tints to the brightest colors 
of the spectrum. 

Leading off the heavier hues wiil be 
a new deep shade of red that is likely 
to become a wardrobe staple. And with 
the “nautical look” continuing as a 
fashion favorite, blue will come into 
its own in lighter variations and in a 
brand new bright navy. 

At the other end of the rainbow, 
the Shoe Fair visitor will find a wide 
selection of “neutrals,” shades that 
can be worn with almost any acces- 
sory, but which still are warm and 
alive in themselves. 

“String Beige” will be a new offer- 
ing in this category, along with tinted 
whites, and grays with a subtle under- 
tone of green. 

Filling out the Shoe Fair fashion 
palette will be a wide variety of pas- 
tels in both brushed and smooth leath- 
ers. Here the all-important colors will 
be blue, green and several shades of 
melon. Not to be overlooked among the 
pastels are the exciting new “brights” 
—Tropical Pink, Tropical Yellow and 
Tropical Blue. 

With the delicate “feminine look” in 
women’s clothing growing in popular- 
ity, the printed fabric shoe will be 


Shoe Products Chief Marks 
35 Years With Seiberling 





T. K. Seiberling, general manager of the 
shoe products division at Seiberling Rub- 
ber Company, who has celebrated his 


35th year with the company. He is a 

son of the late C. W. Seiberling, co- 

founder of the rubber company with his 
brother, the late F. A. Seiberling. 
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more popular than ever. The “tone- 
on-tone” and other color contrasts in 
women’s footwear will continue on the 
high fashion list. 


White, an unchangeable staple, will 
get renewed emphasis in a variety of 
textured leathers. 

The above color trends wiil be the 
important ones for 1958, according to 
the leading members of the fashion 
world and shoe industry. Coupled with 
the recent styling shift to the pointed 
toe, they should make this year’s Na- 
tional Shoe Fair one of the most dra- 
matic in recent years. 


Eshleman Joins Combined 
Kreider-J.B. Athletic Shoe 


Mount Joy, Pa.—Charles L. Eshle- 
man joins staff of the A. S. Kreider 
Shoe Manufacturing Company and the 
J. B. Athletic Shoe Company at Eliza- 
bethtown, Pa., the former manufactur- 
ers of the Rob-Roy, Commander and 


CHARLES L. ESHLEMAN 


Kreider-Kickers boys’ shoes, and the 
latter manufacturers of athletic shoes 
since 1914, including football, track, 
baseball, boxing, golf, bowling and 
boys’ and women’s and men’s skating 
shoes. According to John Wanamaker, 
superintendent of the now combined 
plant, the company is now in process of 
expanding, with more additional help, 
the quality of workmanship and pro- 
duction of Kreider shoes along with 
the additional athletic shoes for boys, 
men and women. 


The management of J. B. Athletic 
Shoe Company were the original part- 
ners of the Brooks Shoe Manufactur- 
ing Company of Philadelphia. A com- 
plete manufacturing unit has been 
added to the Kreider plant, along with 
new patterns, new lasts, and machinery 
for attaching skates, cleats and caulks 
for the athletic shoes. 


Mr. Eshleman comes to the Kreider 
plant with 35 years’ experience, as a 
foreman in making and finishing welt 
shoes, from the Gerberich-Payne Shoe 
Company, Mount Joy and Elizabeth- 
town, having joined them in 1921, with 
a brief stay the past six months, as a 
foreman at the Hubley Manufacturing 
Company in Lancaster, Pa. 
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So why 
should you 
sell Peek-A-Boot? 


Were pretty proud of the all-new floral pattern Peek-A-Boot...and of the many 
other features that make them “at home” in the best surroundings. But just 
what does this mean to you? 


It translates itself into cold, hard cash...increased profits because this is the 
rainboot that women want. Quality of product backed by the biggest 
consumer advertising campaign in our history...by point-of-purchase material 
including window banners and a portable merchandising rack...by prompt 
service you can count on! 


Be part of the Peek-A-Boot profit picture... 
write, phone or wire your orders now ! J 
PEEK-A-BOOT, EPR tape tle 


1600 So. Flower Street, Los Angeles 15, California 
47 W. 34th Street, New York » 150 W. 63rd Street, Chicago + 186 Lincoln Street, Boston 


© 
See us at the Advance Spring Shoe Market Week, Room 774, Hotel Statler, Boston 
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If yore London-bound 


for the Shoe and Leather Fair... 
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A cordial welcome awaits you at Barratt House, 

341 Oxford Street, W.1. Here, central in London’s liveliest 
shopping district, we have just opened new showrooms, 
where we'll be glad to show you the wide range of our 
styles for women and men, to discuss with you your 
requirements and to help you in any way we can to 

make your visit interesting and valuable. 


Barratts sxonruanrron 


The house where fashion and comfort meet 
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Even little tots 
need no help with 
Tingley’s new Closure Boots 


These all-rubber (not plastic) boots 
s-}-r-e-t-c-h on easily . . . button 
snugly around the ankles... can’t 
pull off. Molded in one piece, no 
fabric lining to snag or tear, may 
be quickly washed inside and out. 
No lost buttons, straps or loops— 
they’re integral parts of the boots. 
No size problem either—fit any 
type of shoe, and—they grow with 
growing feet. Light in weight, 
they’re tough and long lasting. In 
red, brown or black . . . fit little 
shoes from sizes 

5 to 13, and 
older young- 
sters’ sizes 13 
through 6. 
Surprisingly 
inexpensive — 
$2.49 - $3.49. 








Teachers, 
too, love Tingley Rubbers and Boots 
On muddy and snowy days, Tingley’s are in- 
deed a boon for busy teachers. No hel 
needed . . . children slip them on and o 
easily and—they won’t pull off at play. 


Tingley Children’s Rubbers 
in red, brown or black fit 
all shoes, 6/2 through 4. 
Boys’ Rubbers, in brown 
and black, fit any shoe 
from 4 through 7. Priced 
from $1.85 to $2.70. 


If you dont find Tingleys 
at your shoe or depart- 
ment store, write 








RUBBER CORPORATION 
2a E00 Re 


903 ROSS STREET « RAHWAY, NEW JERSEY 
Established 1896 
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Rubber Footwear For Children © Adults * Mechanics ¢ Farmers 





The mothers of more than 3,000,000 kindergarten 


and school age children saw this advertisement in. . . 


PARENTS’ MAGAZINE 


FOR SEPTEMBER 


(This was Back-to-School Issue distributed August 25th.) 





In October, a similar story will be told to the parents 
of more than 4,000,000 school age farm children by 
ads in the Prairie Farmer, Wallace's Farmer, The 
Farmer, Wisconsin Agriculturist, Michigan Farmer, 
New England Homestead, Rural New Yorker and the 
Ohio Farmer. 


Display Tingley Rubbers and Boots with school shoes. 
Sell your customers the rubber footwear their children 
need before the Fall rains set in. On rainy days 
many mothers will buy any kind of rubbers anywhere. 
Sell them in your store before that happens. 









AND REMEMBER! 







you make more money with Tingleys 
because... 


Only 15 sizes—Tingley Chil- 







dren's Rubbers and Boots give 
a better fit than 46 sizes in 
lined rubber footwear. 


SERVICE wunEAUe 


OF 
PARENTS’ 
% MAGAZINE 
Sven TISED we 


















TINGLEY RUBBER CORPORATION 
Rahway, New Jersey 


Send name of nearest distributor and latest Tingley 
catalogue. 


Address .. 
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PROGRESS IS HAPPENING HERE... during a lunchtime conversation. Both are 


leather men—a generation apart in age and experience, but close together in the desire to produce better 


leather. At times like this the youngster picks up valuable bits of information that help to make him 
a better craftsman. The old-timer profits, too. For a teacher can, and often does, learn much from his 


student. The net result is progress) AND IT HAPPENS EVERY DAY AT ARMOUR LEATHER. 


ARMOUR LEATHER COMPANY 


426 W. Randolph Street © Chicago 6, Illinois 
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Full-seale PX 
Review Needed 











































Bright Prospects 











\VWaitnirencerin Newsreel 





by George H. Baker 





Now that the government has declared itself a big-volume retailer of 
children’s shoes, retail trade experts in Washington are predicting that 
Army and Air Force retail sales (through post exchanges and base ex- 
changes) will climb quickly to the $500 million-a-year mark—and per- 
haps more. 

For purposes of comparison, Army and Air Force exchanges in the 
U. S. last year sold goods priced at $345 million. And remember that 
Army-Air Force “prices” are nothing like your prices. The government 
adds only a few percentage points to its costs to arrive at its selling prices. 
Since it pays nothing for uniformed help, nothing for taxes, nothing for 
rent, nothing for light, nothing for heat, and nothing for repair or main- 
tenance of its stores, it can sell goods for only pennies over what it pays 
for them. 

In addition to adding children’s footwear to its stocks, the exchanges 
recently were authorized by the Congress to add a long list of other items, 
including children’s clothing, men’s white shirts, women’s wear, and many 
other items. (See story in August 15 issue of Boor anp SHOE RECORDER.) 

To bring an end to this type of unfair competition from the govern- 
ment, the National Retail Dry Goods Association is calling upon retailers 
everywhere to endorse its drive for Congress to investigate the whole 
Army-Air Force exchange system and to set firm limits on what the ex- 
changes can sell and what they can’t. 

The “deal” giving the exchanges permission to sell footwear was worked 
out by the Army, the Air Force, and the House Armed Services Com- 
mittee—a pro-military committee in the House of Representatives. What’s 
needed now is to get the issue before the entire Congress, and away from 
the jurisdiction of a committee that generally gives the military what- 
ever is requested. 

Says the NRDGA: 

“We feel that the time has come for the full Congress—not one com- 
mittee—to decide whether taxpayers’ money will be used to provide a 
competitive advantage for military stores. 

“Last year, sales of these domestic post exchanges reached $345 million. 
This figure will balloon to the $500 million mark, and perhaps higher, as 
a result of the recent action of the House Armed Services Committee,” 
NRDGA declares. 

Only a full-scale review of the PX situation will now bring aid to the 
many retailers who have felt the hot breath of tax-free competition from 
their government. Every dollar spent in a government store is a dollar 
missing from legitimate retail cash registers. If this is happening in your 
community, write your congressman and protest the grab. 





The government’s leading leather expert is finding much satisfaction 
in the trade’s bright prospects for a 600-million pair year, both produc- 
tion-wise and sales wise. Personal income continues to hold up at record 
levels, and surveys show that consumers are prepared to spend a slightly- 
increased portion of their disposable income for footwear and apparel, 
according to government reports. 

“It’s entirely possible that 1957 will be a 600 million pair year,” says 
J. G. Schnitzer, director of the Leather, Shoes and Allied Products Di- 












RII EICtiis Newsreel « «¢ ¢ (continued) 


SBA Back in Business 


New Government Study 
of Retail Wages 





vision, U. S. Department of Commerce. 

Mr. Schnitzer, a visitor at the recent Leather Show in New York, com- 
ments: 

“I was deeply impressed by the optimistic attitude of both the manu- 
facturers and the retailers at the Leather Show over prospects for 1957. 
A sizeable portion of each group believes this will be a record production 
year, with total output of around 600 million pairs. 

“Most tanners also seem to agree with this outlook. Tanners report that 
their leather sales are in line with the anticipated factory output reported 
by manufacturers and by some retailers. 

“Consumers are continuing to upgrade their purchases,” Mr. Schnitzer 
notes, And the rapid spread of new shopping centers is helping to push 
the total volume of footwear sales upward, he points out. 

(Shopping centers mean that the ladies don’t have to dress up to go 
shopping, don’t have to buck downtown traffic, and don’t have to pay 
downtown parking-lot rates. By making it easy for the housewife to shop, 
shopping centers are adding enormously to their share of total retail 
volume in their areas.) 


The Small Business Administration, after nearly dying while Congress 
argued over how to keep it alive, is now back in business with more 
money than ever to lend. 

SBA, a “temporary” agency when first established in 1954, was renewed 
in 1956 for a year. When its death became imminent this spring, the 
House approved a measure to make it a permanent Washington fixture. 

The Senate, warming up for the lengthy civil rights dispute, decided to 
extend it for just another year rather than take the time to give the agency 
a full review. By the time the House agreed to the one-year extension, the 
agency was actually out of business for several days. 

The extension measure increased the revolving loan fund of SBA from 
$230 million to $305 million. Government officials have warned Congress 
that the current tight money situation would probably make it necessary 
to further increase the loan fund next year, when another bid will be 
made to put the agency on a permanent basis. 


A new government study of retail wages is being used by proponents 
of extending the minimum wage law to cover store workers as proof that 
these employes are being underpaid and “exploited.” 

The study, made for the U. S. Labor Department’s Bureau of Labor 
Statistics, shows that 26 per cent of retail workers were being paid less 
than the $1.00 an hour minimum wage for covered employes. Some two- 
thirds of those receiving less than the current minimum were women. 

Labor unions, seeking to cover all workers in stores grossing $500,000 
or more a year, claim the report backs their contention that stores should 
be covered. Spokesmen for merchants say the report proves their argu- 
ments that local wage conditions can only be met by local laws. 

If you oppose federal minimum wage controls over your employes con- 
sider a state law that would “take” local conditions into account. Lack 
of state laws has helped bring on the drive for federal coverage. Talk 
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a brand name is built. . . steadily, over the years 


‘Reenic 


»>vCambridge 


CASUALS FOR MEN - WOMEN - CHILDREN 


THE LEADING BRAND 
ADVERTISER IN 
ITS PRICE FIELD... 


vue 7 i 


; er Over 70 million readers will 
Write us for the name of your nearest distributor. see the oncoming Tred-Lite 


CAMBRIDGE RUBBER COMPANY, CAMBRIDGE, MASS. advertising ... in your 
town, in your neighborhood 


PLUS! ALL NEW DISPLAY KIT to tie 
Tred-Lite national advertising into your 
store — 19 pieces; useful, versatile 
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Your eyes are on.. 
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the biggest 
rainboot advertising campaign 
of All-Time! 
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that will tell every Woman in America about: 


1. FULLY TRANSPARENT Rain Dears 

the all-time best seller 

2. The stunning new SATIN Finish Rain Dears. . 
hottest NEW Rainboot hit on the market! 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


CORaling 


FULLY TRANSPARENT OM 
so the beauty of your shoe 
Shows through . . 
3 heel heights 


in clear and smoke 


kun Dead in their stunning 


NEW SATIN finish 


a brand new satin-like 
look of luxury... 
3 heel heights in satin clear 


and satin smoke 
about 


NEW SATIN FINISt 
? AT NOTIONS, SHOE AND RAINWEAR COUNTERS EVERYWHERE 


LUCKY SALES GO., INC. (55 aycars Conch) 
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LOS ANGELES CHICAGO NEW YORK 3 Shipping from 3 different points. 


941 E Third Street 1247 S. Wabash 47 W. 34th Street LOS ANGELES, CHICAGO, NEW YORK 
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Vane 


atured in the SEPTEMBER issue of 


CHARM Redbook Mc Calls 


your customers in your trading areo 
McCall's 


Nationally advertised to 
charm Giamour 
Better Homes & Harper's Bazaar Redbook 
Ladies’ Home Jo 


Cosmopolitan 


Gardens 


urnal vogue 


Vane 

showing the 
the wind bl 
in footweat shape 
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aceoatne 


“He looks al your feet first” 


oration ° Jefferson City, Missouri 


Tweedie Footwear corp 
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SHOE SALESPEOPLE sell more than 
shoes. They sell service as well as a 
product. That is how CHARLES D. 
SHOOLMAN, owner of Marvel Shoe 
Stores, Inc., Pawtucket, R. I., feels 
about the matter. He also says: “When 





people place their foot health in the 
hands of a shoe fitter, I believe that 
that fitter should be trained and should 
have a proper certification to indicate 
he knows how to fit shoes. A person’s 
feet are as important as any other 
part of the body and a certified shoe 
fitter would assure correct fitting. 
“We have far too many people selling 
shoes who do not know how to make 
sure they fit. In fact, many sales- 
people have taken on the selling of 
shoes simply to get a job and they 
have no training or knowledge of 
the foot and how shoes should be 
fitted. While years of experience help 
to some degree, that is not the answer, 
because there are probably old timers 
who began fitting shoes wrong and 
who are still fitting them wrong.” 


* * * 


MORE AND MORE the thought is be- 
ing expressed by industry spokesmen 
and analysts of industry problems 
that volume is not the sole answer 
to all merchandising ills. 


N.R.D.G.A. bulletin 


A recent 


indicated: “In- 
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creased volume does not necessarily 
mean increased profits. Increased vol- 
ume does not necessarily result in con- 
verting losses into profits. This is true 
not only from the short term view— 
the need to show a profit in a given 
year—but for the long term. Chaotic, 
nonprofit or submarginal profit con- 
ditions among distributors and re- 
tailers can destroy a company’s future. 
Thoughtful manufacturers are coming 
around to the conviction that produc- 
tion, as planned, must make a profit, 
even if this means cutting back on pro- 
duction. 

“The moral holds also for retailers. 
Sales to build volume most often re- 
sult in no profit, are frequently ioss- 
makers, and are only justified when the 
character of the store and the integrity 
of its price structure (as in meeting 
discounters’ prices) demand such sac- 
rifices. Otherwise, all items—as all de- 
partments — must stand on their own 
legs or have no justification for being 


carried.” 
* * * 


“WITH SALES VOLUME generally 
up and profit margins generally down, 
there is little or no margin for error 
left in business today,” said ARTHUR 
L. KARMIOHL, director of research 
and development for Commercial 
Factors Corporation. 

“When you couple that with the fact 
that competition get 
keener, the need for market research 
and sales analysis becomes even more 
apparent. Years of good business have 
blinded too many manufacturers to 
the actual market potential for their 
products as it exists today. Unless 
these manufacturers study their mar- 
kets and their sales efforts as inten- 
sively as they study their buying, 
styling and production, it won’t be 


continues to 
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too long before they become prime 
candidates for those ‘little’ errors that 
make the difference between profits 
and losses today.” 

* 
“MORE OFTEN THAN NOT our shoe 
wearing habits are at fault when foot 
troubles develop,” says ELIZABETH 
HAMMOND, director of the Shoe In- 
formation Bureau of Canada. “Too 
many women plot each new season’s 
wardrobe story without giving feet and 
shoes sufficient thought. When a shoe 
retailer suggests a shoe wardrobe, his 
interest isn’t solely in selling a lot of 
shoes. He’s thinking of what is best 
for the customer’s feet.” 


* * 








Mrs. Hammond suggested that a shoe 
wardrobe should be chosen to suit 
one’s activities. It is more than good 
taste. It’s plain good sense. Included 
in her wardrobe advice was: “A variety 
of heel heights. For the homemaker, 
well-fitting casual or sports shoes while 
going about her daily duties. For the 
girl-on-the-job, shoes that hug the heel 
and cradle the arch . . . heels low 
enough for easy walking. For dress- 
up, there’s the new slim sheath type 
pump or sandal.” 

She also had a word or two about 
men’s shoes.’ “‘A well-shod foot is an 


important asset to the business man, 
but man’s shoe .wearing habits are 
less than desirable. Mostly he thinks 
of having the -old pair he’s worn day 
in and day out for the last two or 
three years, resoled. Two pairs of 
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business shoes, black and brown, to 
wear on alternate days, while one pair 
is ‘resting’ makes for greater comfort, 
better foot health. There should also 
be a ventilated shoe for warm summer 
days, a leisure time loafer type and 
a plain toe, lightweight black shoe 
for dress or semi-formal. Not since 
air conditioning has anything con- 
tributed as much to the comfort of 
the heat-harried business man as the 
lightweight, ventilated summer shoe.” 


© The noted essayist, CHARLES 
NORTON, once wrote: “Enthusiasm 
is a divine fire flowing through one’s 
veins. Our minds grasp certain facts, 
our reason draws certain conclusions 
and our imagination binds them into 
the fagots of a torch and lights them 
with the fire of enthusiasm. In its glow 
the heart warms . . . faith and hope 
revive ., . energy takes command .. . 
the impossible become possible.” 


” * * 


“MANY SMALL and medium sized 
shoe stores miss the boat because they 
do not advertise and promote their 
business,” says William Staffos, owner 
of the Staffos Shoe Store in Pawtucket, 
R. 1. 

“I know from experience what adver- 
tising can do. In a ten-chair, 20 by 
20 foot store, located in a city with 
a population of 82,000, my annual 
shoe volume runs into the $75,000 to 
$100,000 volume. I use all forms of 
advertising—newspaper, radio as well 
as imprinted advertising. 
Every child who visits the store gets 
some good-will gift. The major gift 
of the year is a school box, given 
each year just before school opening. 
This school box is of such good 
quality that it lasts right through the 
school year. When I first started to 
give souvenirs, I bought less expensive 
items but I soon found that a better 
quality item creates more good will, 
lasts longer, looks better and gives 
the store more lasting advertising. 
“This sounds like a lot of advertising 
for such a small store but it really 
pays off. And I think that retailers 
who operate the smaller stores should 
give serious thought to using more ad- 
vertising.” 


souvenir 
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Proftile.... 


by ESTELLE G. ANDERSON 





within the community of local, state or national affairs, philan- 

thropy or retailing . . . and it will invariably be answered with a 
warm smile of friendly recognition. And with good reason! Dick Rich, 
president of Rich’s in Atlanta, Georgia, has given of himself generously, 
actively and energetically to every phase of endeavor . . . human and 
humane. 

He was born in Atlanta on December 24, 1901. Attended grade and 
high schools in that city and went on to the University of Pennsylvania for 
his higher education. He graduated from the U. of P.’s Wharton School, 
with a B. S. degree in economics and took post graduate courses at Harvard. 
He enlisted in the Army Air Force in 1942 and served as Executive Officer 
of the Training Wing of the Air Corps Training Company. He was ap- 
pointed special assistant to the American Ambassador to Brazil in 1943, 
attached to foreign economic administration. In February, 1945, he was 
placed on inactive status with the rank of major. 

The list of his civic activities is too long and varied to enumerate here. 
You name it .. . he’s part of it . . . Community Services, Rotary Club, Cham- 
ber of Commerce, American Red Cross, St. Joseph’s Infirmary and the Rich 
Foundation (a charitable and educational foundation maintained by the 
store) .. . to name but a few. 

Dick Rich’s entire business career, begun 34 years ago, has been spent 
with Rich’s, the store founded by his grandfather, Morris Rich, some ninety 
years ago. He started as a wrapping clerk and went through every business 
office routine and merchandising division. He bought for and managed 
various departments throughout the store and was merchandise manager 
of one of the seven largest divisions—ready-to-wear. 

He was elected a member of the board of directors of M. Rich and 
Brothers Company (real estate holding company) January 20, 1926, and a 
director of Rich’s on April 1, 1929. Five days later he was also elected 
treasurer of M. Rich. From 1933 through 1936 he had charge of Rich’s New 
York office and the supervision of all the buying operations. He was recalled 
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Mires the name of Richard Rich in any group, whether it be 
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Slim, ‘Trim 


A rare combination of Italian styling and fine 
American shoemaking makes this pattern a truly 
exceptional shoe. Slim, trim and tailored, it 
features an ingenious use of the stitch-and- 
turn seam on lace stay and vamp. 
focuses at the throat in a three-eyelet closing 
where the curved raglan contrasts with the turn 
seam. An unusual detail is a well-proportioned 
and generously cut tongue which rises to a 
point. Aside from the unique manner in which 


Interest 


and Italian 


the turned seam detail has been handled this 
pattern is classically simple and devoid of any 
other decoration save for a row of fine stitching 
on quarter and stay lines. 

Highly significant, too, is the silhouwelt con- 
struction which, being a combination welt and 
cement process, permits a very narrow sole ex- 
tension and results in a lightweight flexible shoe. 


For further information, write Boot anp SHOE RE- 
CORDER. 














Inside Story 


NEW complete appraisal of the inside of the 
A shoe is going on in men’s, women’s and chil- 

dren’s shoe factories. In some instances, this 
is due to new constructions and in some to new styles. 
As a result, there have been radical changes in adjust- 
ments of weights and types of materials and construc- 
tions in the hidden parts of the shoe. 

Many of these changes are radical in the eyes of 
old-time shoemakers. For example, there is the extreme 
lightness of the toe box which is no longer rigid but 
must be soft and resilient. The original use of counter 
and toe box is out-dated with the development of new 
methods of giving support to counters and toes in 
men’s, women’s and children’s shoes. The shapes of 
the counters and the method of inserting the shanks 
and cushionings are all being changed. Lighter weights 
in fabrics and leathers that were never before practical 
in shoes are now made practical by application of new 
backing and plumping techniques. Of growing impor- 
tance are the non-woven fabrics. 


\ 
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New shapes in lasts and heels, 
new materials in heels 





Reappraisal of the inside of the shoe brings rad- 

ical changes in processes and materials, making 

softer, lighter, more flexible shoes and resulting 
in greater variety in styling. 


Introduction of new molded constructions in shoes 
has brought in a new appraisal of all the inside parts. 
Some of the components are no longer needed in the 
construction and are discarded completely. Two kinds 
of materials can now be put together without stitching 
by a fusing process, 


Cushioning Important 


Cushioning of entire sole areas, of heels and of fore- 
parts of soles are all important in the new shoe con- 
structions, In platforms, cork, foam combinations and 
nylon foam are leading cushioning materials. Sole 
cushions are applied under the sock linings or inset 
like a matrix construction. Innersole cushionings are 
in a variety of materials. 

Then there are the molded soles, still limited in use 
but deserving of special mention. Newest style idea is 
the white leather sole. And there are colored nuclear 
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Colorful selings of compounds 
and rubber compounds 


Soft, resilient coun 
and toe boxes, new h 





SALES TRAINING 





Applied Shoe Fittin 

















Gapping of sides in low-heeled shoes, slipping in pumps, 
fullness or tightness at toe areas, hypersentitive feet and 
slippery soles are common causes of customer complaints. 


S mentioned in the previous article, good will, 
confidence, and a proper Code of.Ethics can 
make a store the most important shop in town, 

or it may be the cause of its downfall. Caution must 
be the watchword in the training of all personnel to 
make them understand fully that the customer is all 
important and the reason for success or failure. In 
many cases it is the foolish policy of management itself 
rather than the salesmen on the floor that results in 
loss of business and condemnation. 

Continuing with the handling of adjustments, from 
the August 1 issue of the Recorper, the following may 
be described as the most common complaints en- 
countered in the average shoe store: 

4. Gapping of shoes at the sides. In women’s foot- 
wear in the lower heel (15/8 and less), there is a 
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tendency toward gapping, especially if the customer’s 
feet pronate for any reason, whether it be normal 
pronation or the result of flat feet. The only remedy 
is to raise the base of the heel as much as possible so 
as to remove pressure on the inner border of the 
counter of the shoe, in the region of the scaphoid 
bone, This is done with heel cushions and some of the 
shrinking machines on the market. As we fit shoes with 
higher heels, the gapping disappears because less 
weight is placed on the heel. In that case, the distribu- 
tion of weight shifts so that the bulk of the weight is 
thrown in the region of the forefoot. 

Closed footwear of any type will gap more than 
open sandals. In other words, the more open the shoe, 
the less the gap. 

5. Shoes that slip at the heel. Men’s, women’s and 
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How to Handle 


Part II 


Complaints and Adjustments 


children’s welt oxfords slip at the heel in most cases 
due to the fact that the construction makes the bottoms 
too rigid and the shoe does not crease or bend 
properly at the ball of the foot. The stiffness of the 
sole creates pressure that is released at the heel, and 
therefore the consequent slipping. 

To prevent this, it is wise to remove the shoe, insert 
one thumb inside the shoe at the innersole and press 
down while you flex the outer sole in the region of the 
flare. 

The inside quarter linings could also be moistened. 
This causes friction between the foot and shoe while 
the customer walks around in the store, constantly 
flexing the shoe and lessening the possibilities of any 
further slipping. 

In all cases, always double lace the oxford in the 
top set of eyelets. This anchors the shoe onto the foot. 
In some cases of extreme pronation, or even where 
arches are worn separately inside the shoe, it is advis- 
able to make an extra set of eyelets above and further 
back from the top eyelets. Tools for this operation may 
be obtained from any findings house. 

In women’s closed pumps, slipping at the heels is 
reduced to a minimum by flexing the sole at the flare 
and moistening the quarter linings to cause friction 
while walking—of course, assuming that the size is 
correct. 

6. Slipping of sling pumps. This has been remedied 
by removing the sling strap and replacing it so that 
the sling fits higher on the foot. In some cases a wire 
inserted in the strap makes it more rigid and thus 
prevents its slipping. Also, the use of a Spring-O-Later 
in the shoe might help. Thin, rubber non-slips, cemented 
to the lining of the strap as well as moistening the 
inner lining also restrict excessive slipping. 

7. Shoes that are tight across the toes. In this 
instance the use of left and right stretchers, when the 
extreme forepart of the shoe is to be eased, is effective. 
One must be guided by the construction of the shoe 
and the size of the stretcher before any such adjust- 
ment is attempted. In welt oxfords, a greater amount 
of stretching can be safely accomplished with the 
proper tools. A neutral stretcher can be used in boy’s 
or men’s oxfords in the region of the instep only. Care 
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is essential in women’s pumps, as the throat in the 
region of the insetp can split very easily. 

Open toe dress shoes and casuals can rip at the toes 
if care is not exercised and the incorrect stretcher is 
used, 

There are stretch fluids on the market that will 
permit extreme stretching without injuring the shoe. 
This liquid is applied to the outside of the shoe. It 
may be purchased from your findings dealer. 

Slip lasted shoes are extremely difficult to stretch 
without separating the uppers from the rest of the shoe. 

8. Shoes that are full across the toes. In children’s 
oxfords, the use of a tongue pad that is reversed and 
placed half way down the tongue (so that the wider 
part extends into the vamp) is recommended if any 
such adjustment is necessary. This adjustment is used 
when the vamps crease too much and make the shoes 
appear too large. The use of bite pads per se, placed 
along the upper lining can be harmful. Such bite pads 
make the inside of the shoe too bulky and cause exces- 
sive perspiration of the foot. 

In men’s oxfords, we find that the shoes crease a 
great deal and the use of bite pads across the vamp 
lining is permissible. 

9. Callous burns on the sole of the foot. There may 
be many reasons for this. It may be advisable that the 
customer visit a podiatrist, who will relieve this con- 
dition and give the customer helpful advice. 

10. Burning sensation when the customer tries on 
a new pair of shoes. In welt construction, there is a 
cork filler between the innersole and outsole. Upon 
weightbearing, indentations are made on the inner sole 
by the normal foot so that valleys and ridges are 
defined plainly. Run your hand on the inside of a worn 
shoe and you will feel the ridges on the insole. The 
same effect appears in other constructions, but not as 
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« Something Blue 


VERY year approximately 1,600,000 girls take 

the happy step from Miss to Mrs. But, while 

splurging extravagantly on their bridal gowns 

and veils, it is to be lamented that many of these lovely 

brides walk down the aisle in ballerina or bedroom 

slippers. Their footwear, they think, is unimportant 

. unless, of course, their gowns are of ankle or bal- 

lerina length. It should be a challenge to the shoe in- 
dustry to change this brides’ way of thinking. 

Now according to a 1954 survey by MODERN 


Ornament or simulated pearls 
and crystals. White satin shoe 
by Peacock. May be had with 


optional blue lining. 


Of white satin overlaid with 

lace, this white pump by DeLiso 

Deb is now being offered with 
pale blue lining. 


Lover’s knot of tiny pearls ac- 
centuates Deb’s T-strap in blue 
satin. Shaped heel, 18/8. a 


Delmanette white satin pump 
from instock available with blue 
satin or blue kidskin lining. 


Swirl of satin, shading from 
bluish white to pastel blue, on 
white satin DeMosette pump. 
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Why shouldn’t the bride buy pretty shoes as well as a lavish bridal gown? 
Perhaps she will if the industry provides her with something so special 
she can’t resist. “Something blue,” for instance. With this idea the 
RECORDER asked manufacturers of five branded lines for ideas for 


wedding day footwear and their ideas illustrate this article. 


BRIDE magazine, the average bride spends $96.67 for by GERALDINE EPP 
her bridal gown alone. This is proof that even the most 

budget-conscious girl will extend herself for this day- 

of-days. She'll spend about $250 more for a trousseau. 

And, don’t think this is ridiculous, but she’s likely to 

spend between two and five dollars for a garter laced 

in blue. 

What bride would dare to ignore the bridal day su- 
perstition: “Something old, something new; something 
borrowed, something blue.” 

So, if she'll buy a garter, why shouldn’t she buy 
pretty shoes for the most important STEP of her life? 
We think she will . . . particularly if the industry takes 
the trouble to provide her with something so special 
she can’t resist it. 

As to what is special, let’s consider the “Something 
Blue” theme . . . footwear executed in, or touched with 
blue, the bride’s color, Testing out this idea, the RE- 
CORDER approached several manufacturers to provide 
ideas for special wedding day footwear . . . their ef- 
forts illustrate this article. 

While the over-all shoe of blue satin admittedly has 
limited appeal, the remaining shoes can make the step 
from Miss to Mrs. without conflicting with the color 
scheme of any bridal party. The most practical idea is 
that of lining the white shoe with blue kidskin or blue 
satin. Perhaps only the bride will know about this 
“Something Blue” . . . but then the garter has only 
hidden appeal too. 

According to MODERN BRIDE again, June is the 
most popular of wedding months (201,000 out of the 
1956 total of 1,569,000 brides). August and September 
place second and third—in 1956 they marked up 159,- 
000 and 145,000 ceremonies respectively. Thus, it is to 
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At least once a year all shoe retailers should salute 
the bride with appropriate window displays. Here 
we offer three suggestions. In the shadow box, the 
violin is painted white and gilded . . . the sheet 
music, white paper with gilt notes. The cake is papier- 
maché; the column is crowned with greenery. 
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The Italian Footwear 


T requires many years to become accepted in the 
Italian shoemaking craft. An apprentice starts at 
the age of 14 or earlier. It is four years before 

he even touches a shoe in the actual making. It takes 
about 10 years before he wins his laurels as an ac- 
cepted member of the trade, and at least another 10 
years before he is recognized as a master artisan. Such 
a lengthy apprenticeship would be totally discouraging 
in the U. S., for the final payoff in earnings, measured 
against the learning time and acquired skills, is rela- 
tively small. But the satisfactions are in the creative 
expression of the work, and membership in a respected 
craft. To settle for these non-material gratifications 
requires a certain temperament or “mentality,” as the 
Italians call it. It is sheer love of the work itself. 

In America, we hear of such famous artisan shoe 
names as Ferragamo or Perugia, believing them to be 
exceptional. But Italy’s artisan shoe trade contains 
hundreds of creative shoemaking geniuses, many yet 
undiscovered. 

One of the world’s top shoe designing names (which 


Left: Finely grained leather and subtle, delicate 
detailing give richness and distinction to this pump. 


Heels and toes have many shapes and measurements Elegance of silhouette plus fine, fine detailing and 
in women’s Italian shoes. workmanship are the characteristics of these pumps. 
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Industry... 


by BILL ROSSI 


There are between thirty and thirty-five 
thousand shoe stores in Italy but the stores 
are generally small. One in Naples measures 
seven by fifteen feet. Its inventory, how- 
ever, is nearly 1,000 pairs and in its win- 
dows there were 218 different shoe styles. 
In Italian shoe stores an enormous selection 
of styles and colors and patterns is of first 
importance. This is followed by a demand 
for quality shoemaking and quality mate- 
rials. Accurate fitting by American stand- 
ards is of little importance to the consumer. 


we can’t divulge here) receives about $32,000 a year 
as a retainer to style the twice-a-year lines for a lead- 
ing British firm. But the actual designs are created 
by two little unknown artisans in a small town—who 
are paid at ordinary artisan rates. This applies also to 
many of the famous shoe-designing names of Europe 
today. 

Among the artisans, almost all shoes are hand-lasted. 
Machine-lasting is unthinkable. The artisan knows that 
every piece of leather is different, hence requires indi- 
vidualized treatment in lasting. That’s why Italian 
artisan-made shoes are generally recognized as the best- 
lasted in the world. This is one of the “secrets” of fine 
Italian shoemaking. All genuine moccasins are hand- 
lasted. The skiving is hand-done to get a more uniform 
bevel in accord with varying thicknesses in the leather. 
All finishing details are usually done by hand, such 
as wheeling. 

The “waste” of leather in Italian shoemaking would 
appall the average American shoeman. The artisan 
(and even most of the mechanized plants) make their 
selections of each piece of upper leather with metic- 
ulous exactness to closely approach perfect uniformity 
in the shoes to be made. They cut only the best sections 
out of the leather. Hence large pieces of leather are 
discarded as waste. To an American this might be con- 
sidered unnecessarily wasteful. To the artisan, how- 
ever, it assures excellence of the finished shoe—the 
objective uppermost in his mind. And it’s the fine 
quality of the finished product that creates pride of 
craftsmanship and makes the job worth its while. 
Incidentally, much of the fine leather is imported from 
the U. S. 

It’s estimated there are between 30 and 35 thousand 
shoe stores in Italy. (In the U. S., where 15 times as 
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These two pumps illustrate two leather surfaces 
very much liked in Italy, the highly polished and 
the soft dull finish of a two-way nap. 


many shoes are sold, there are fewer than 24,000 shoe 
stores.) Italian merchants agree that there are far too 
many shoe stores. However, most of these stores are 
small in size, and many are actually tiny by U. 5. 
standards. 

Each shoe store, as with most types of stores, re- 
quires a license to operate. Obtaining a license is easy, 
usually merely through application, and costs about 
$10 a year. Better shoe merchants say that more rigid 
requirements should be set for a person to obtain a 
license. This, they claim, would cut down the excessive 
number of shoe stores, and would raise the quality of 
operating standards of shoe stores. This topic is fre- 
quently discussed, but there is little organized action 
to make it materialize. 

Most department stores or other types of retail estab- 
lishments don’t sell shoes. Also, no shoe store sells 
accessories such as handbags, hosiery, etc. These, ac- 
cording to law, must be purchased in stores that spe- 
cialize in these articles. The law operates on the basis 
that each store must specialize in just certain merchan- 
dise, thus giving more people a chance to earn a living 
as merchants. The idea of “diversification” of mer- 
chandise in a retail store is strongly discouraged. 

There are very few shoe stores that specialize in one 
type of footwear, such as men’s, women’s or children’s 
shoes. Virtually all shoe stores carry at least two types 
(men’s and women’s, or women’s and children’s), and 
most are family stores carrying all types. 
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Dramatize Selling 
With Tie-In Theme 


ESIGNERS, manufacturers and 


shoes, apparel and accessories . 


retailers of 
. . by com- 

bining their talents and efforts, can come up 
with interesting promotional themes that carry through 
profitably to the ultimate purchase by the customer. 
Here is a case in point, traced step by step all the way 
to its destination—the young school girl, at the begin- 
ning of the fall 1957 term. 

Fashion arbiters decided, for the young set, that the 
Victorian era styles would be just the thing for 
youngsters to wear for dress up and for school. Modern 
adaptations of the children’s dress styles of that period 
were designed and manufactured by the Moppet Dress 
Company. 
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by ESTELLE G. ANDERSON 


Counter-clockwise from upper left: 2-button Scallop, 

bronze kid, black patent tip; Duster—ruffle buckle on 

pump; Mayflower—black kid, patent or bronze; Shirt- 

waist—white collar on cornflower blue or bonfire red. 

Photo courtesy Parents Magazine. Dresses by Moppet. 
Shoes by Alex Smith. 


As for the shoes, Alex Smith of the Weber Shoe Com- 
pany especially designed and transformed the 1870 
types into their most modern counterparts in nylon 
velvet and Amalgamated Leather Companies’ black 
patent and special shades of Frostee kidskin in corn- 
flower blue, bonfire red, vanilla and pink. 

The storybook “Miss Flora McFlimsey and the Little 
Red Schoolhouse,” one of the stories by Mariana 
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ew Marketing [echniques 
Will Increase Shoe Sales ... 


Because it has not kept pace with today’s changing marketing patterns, the shoe 
industry is not selling anywhere near its potential. Tests prove that the com- 
pletely informative tag is the most effective recently developed retail salesmaker. 


CCORDING to all facts and figures the shoe indus- 
try is having a banner year. Indications are that 
American men, women and children, who statis- 

tically wear annually 3.5 pairs of shoes each, will pur- 
chase upwards of 600 million pairs in 1957. And con- 
sumer expenditures should push well into the $3 billion 
bracket. 

However, despite this dazzling array of figures, the 
industry is not selling anywhere near its potential. With 
public purchasing power at an all-time peak, shoe sales 
in this country should be at a minimum of one billion 
pairs a year. It is obvious that the shoe industry is not 
getting its share of the consumer dollar. 

This adds up to one conclusion. The shoe industry 
has not kept pace with today’s changing marketing pat- 
terns. First let’s look at selling and salesmen. Since 
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1946 the number of retail sales clerks declined 18 per 
cent, while population has grown nearly 25 per cent. If 
sales clerks decline the anticipated 9 per cent in the next 
three years, what chance will retail stores have of pro- 
viding adequate personal selling service for the antici- 
pated 175 million population in 1960. Furthermore, sur- 
veys show that shopping is increasingly being concen- 
trated into fewer hours of the stores’ total open time. 
This is brought about by two fundamental social changes. 
First, more women who are not burdened with young 
children are finding employment in industry. They have 

[TURN TO PAGE 61, PLEASE] 


49 





swings sales your way 


Blue Bonnet fit means better business — 
as proved by record-breaking sales. 
See and COMPARE this complete juvenile line. 


$5-$6 Shoes 


SAME DAY SERVICE Write, wire or phone collect today for complete information about a franchise in your city 
Blue Bonnet Shoes, Inc., Manufacturers * 5 Franklin Street, Lawrence, Mass. 
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HE South Central States will 
have another warm October 
while most other sections of the 

country are expected to average with- 

in one or two degrees of normal. The 

Great Lakes and Great Plains areas 

will be generally wetter than usual. 

Most of the South, West and North- 

east will be relatively dry. The fol- 

lowing is a more detailed forecast, by 





region: 








Area I: Northeast 

Sunny, pleasant weather is forecast 
for most of the Northeast. South of 
Boston will be slightly cooler than 
normal while Northern New England 
should average one or two degrees 
warmer than usual. Rainfall will aver- 
age less than normal and less than 
last year except in the extreme western 
sections of New York and Pennsyl- 












vania. 


Area II: Great Lakes 
Practically all sections of the Great 


October Weather 


A warm October is forecast for the South Central States, with more 


than average rainfall in the Great Lakes and Great Plains areas. 












OF AHRENHEIT 
ESTIMATED DEVIATION FROM 
NORMAL MONTHLY TEMPERATURE 




































this October. 


Lakes-Midwest 


Province will be wetter than normal 


region and Ontario 


Statewide rainfall in 
Michigan, Illinois and Wisconsin will 









160 aS 100 







PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 
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average about 135 per cent of normal. 





This forecast is completely in reverse 
of October’s 


which was extremely dry. 






last weather pattern 









Area III: Southeast 


Most of the Carolinas will be wetter 
and slightly cooler than usual. How- 






ever, other states in the Southeast will 






have generally dry conditions with 
Alabama, 





near normal temperatures. 






for example, should average approxi- 






mately 60 per cent of normal rainfall, 






whereas, last year, many stations were 





wetter than normal. 











Area IV: North Central 


Northern sections of this expansive 





region and the Prairie Provinces of 






Canada are expected to average colder 





and drier than normal. To the south, 
includiug most of Nebraska, Kansas, 
Iowa and Missouri, conditions will be 
wetter and slightly warmer than usual. 
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Enter Spring... 
Enter Grey 


And, at Allied grey is a three-part fashion story: 
it's Rock Candy, the pale, pale stand-in for white; 
it's Meteor, the light and lovely volume tone; 
it's Alexandra, the deeper base. Keyed to the 
tempo of ready to wear greys, they form a 
winsome threesome to ombre perfectly or pro- 
mote individually. 


STANDARD DIVISION STERLING DIVISION NEW CASTLE DIVISION 
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New York Retail 
Selling Spotty 

Just as long as weather and holi- 
days are the externals that affect re- 
tailing, just so long will merchants 
have to measure their selling in spurts. 

For the most part, retailers have 
been marking time until after the La- 
bor Day week-end. That is when the 
fall season is actually launched and 
real selling gets under way. 

Shoe selling in New York has been 
sporadic. “Could be better,” many re- 
tailers report. However, despite the 
lags and spotty selling, it is generally 
conceded that figures are as good as 
last year’s and slightly ahead in the 
majority of cases. 

Department stores and retailers have 
put a strong emphasis on their back 
to school and back to college promo- 
tions and as a result have chalked up 
some good sales volume. 

Men’s shoe business has been hold- 
ing up. In this category, too, back to 
college shoe selling has been favorable 
and has accounted for good sales fig- 
ures. As one retailer put it: “You can’t 
just sit back and expect business to 
come your way. You’ve got to promote 
your merchandise consistently and ag- 
gressively if you hope to show a profit.” 
The “natural look” in shoes is being 
promoted along with the “natural look” 
in apparel and the preference seems to 
be for black. Men’s shoe merchants ex- 
pect this fall’s selling to be five to ten 
per cent ahead of the same period last 
year. 

Tapered toes for the shape and black 
for the color, tells the story as far as 
women’s shoe selling is concerned. Em- 
phasis by one high grade women’s shoe 
retailer is on: “Carved Black: autumn 
news, right now .. . everywhere the 
city fashions are turning dark.” While 
another opens “the fall season with a 
gallery of young shoe exclusives. Fine 
calf in a new palette of colors: Black, 
mustard seed, beet-root, chestnut, 
gray.” Heels are high or mid-high. 
Selling has been good in the women’s 
shoe departments and shops, and ex- 
pectations are that it will accelerate as 
the fall season progresses. 

* * * 


Summer Clearances 
Slow in St. Louis 


St. Louts retailers are making a last 
stand with summer merchandise. While 
fresh fall footwear is being moved into 
stock departments and favored display 
areas, efforts are still being made to 
move the seasonal leftovers. 

While men’s shoes are moving at a 
steady pace sale-wise, women’s clear- 
ances have not been what retailers 
hoped for. One buyer expressed the 
opinion that women are aware of cur- 
rent silhouette changes in footwear and 
therefore are hesitant about stocking 
up on summer shoes for next season as 
they fear they will be obsolete. That 
the consumers could be justified in this 
thinking is proved by some of the foot- 
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wear seen on sale tables . . . thick heels 
and round toelines. 

Discussing the summer scene now 
ending, a top merchandise manager 
said, “I’m very concerned about the 
summer season. Women who buy nice 
shoes nine months out of the year are 
walking around town in sloppy shoes. 
I bought less this season than ever be- 
fore, and I’ve marked down more.” 

Continued on this theme, he said, 
that casuals have been definite profit 
makers. But apart from these, he noted 
only two success stories. One was 
vinyl. “I sold vinyl shoes from $18.95 
and down... and I reordered on these 
shoes. Women still want vinyl .. . it 
is versatile.” 

Success with novelties also was noted 
... and herein, this buyer believes, lies 
the greatest hope of future summer 
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‘Summer doldrums vanish with a visit te our new salon, where 
transition si%s are casting tong elegant shadows in our 
cco! patio. In full bloom, right now, our Herbert Levine 
eummer-into-fall “Cake Walk" sithovette in black ribbed elk. 32.95 


Uf you've seen our new salon, do plan a return visit... 
it you haven't—we hope you'll sfop in soon. 


PARKING AT PATIO ENTRANCE 


JOSEPH SALON SHOES 


S700 WILSHIRE BOULEVARD + BEVERLY HILLS 


Cool elegance in summer is elicited by 
wash and line art. Herbert Levine shoe. 
Joseph Salon, Beverly Hills (three cols.). 
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seasons. A current seller was a patch- 
work type of pump achieved with tri- 
color combinations; -.a transitional item 
boosting August sales is “Baroque,” an 
embossed suede. “Impulse is undoubt- 
edly a factor in today’s buying habits 

. and one that can be fostered in 
shoe departments by the promotion of 
attractive novelties.” 

Back-to-school selling has not yet 
opened up... either in the collegiate, 
teenage or grammar school categories. 
However, the merchandise is widely on 
display—from traditional saddles and 
loafers to freshly styled brushed 
leather flats—and sales personnel is 
bracing itself for the late August-early 
September flurry. 


* * * 


Normal Volume 
Returning in Chicago 


SHOE business is recovering from the 
August slump and merging into nor- 
mal activity. Buying is so scattered 
that there have been no real tests of 
patterns or definite trends established. 
Back-to-school business, sparked by 
lively promotions, was somewhat 
ahead. The summer’s end can _ be 
summed up this way: The children’s 
end was the most healthy. Men’s light 
weight summer types were active but 
disappointing. Whites, beiges and some 
play shoes did not live up to expecta- 
tions in women’s departments. 

Calf is opening up strong. It ap- 
pears it will follow the pattern of the 
past two years by leading into suede 
for later selling. Reptiles show early 
strength. Black leads, although there 
has been activity in the lighter shades 
also. The finer and subdued textures 
such as pin seal and wild rice are fash- 
ion spot selections. 

This may be another top season for 
the tailored pumps. These, like other 
patterns, follow the tapered toe trend 
in acceptance. Fashion stores report a 
sharp pick-up in favor of the needle 
toe. It’s still the modified toe, however, 
in the neighborhoods and will probably 
continue so for some time. 

Although black calf leads, suede is 
also in the early picture. It is doing 
better right now in the medium and 
lower price brackets. Greatest volume, 
however, is expected to come from Oc- 
tober on. Fabrics are doing well as 
dress shoes, probably because they pre- 
sent a new and fresh look. Satin bro- 
cade combined with matte backgrounds, 
shantung weave and velvet are all 
doing well. Vinyl particularly when 
combined with suede or another mate- 
rial, remains one of the most consistent 
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dress shoes. Retailers have reordered 
on certain patterns since last Febru- 
ary and believe the trend will acceler- 
ate to a heavy demand by holiday time. 
Black patent also sells in reasonable 
amounts. 

Back-to-school promotions helped 
stimulate sales of casuals and sport 
types to other than the college crowd. 
The soft slip-ons and ties in textured 
pig, buck and glove leathers have done 
particularly well in the light fall neu- 
trals. Bubble saddles were favored 
over the conventional pattern and loaf- 
ers continued strong. There has also 
been a swing to soft two and three eye- 


let ties. 
* o a” 


Slow Business 
in Boston 


BUSINESS during the first two weeks 
in August was not as good as retailers 
had hoped it would be. Some stores 
continued their July sales well into the 
following month. Others experimented 
with window trims showing new fall 
styles, leathers and colors. The net re- 
sult was about the same in both cases. 
Largely responsible, it was said, was 
the heat and the fact that August is 
the traditional vacation month in New 
England. Thousands of potential cus- 
tomers were somewhere else. 

One thing was obvious, however. 
Stores carrying both middle of the 
road styles as well as those in the 
higher style category, banked heavily 
on the conventional black to usher in 
the fall selling period. What few sales 
were made during early August indi- 
cated strongly that black would be the 
leader, with brown, red and gray fol- 
lowing in about that order. 

The Kays-Newport store at 186 Tre- 
mont Street, for instance, promoted 
brown reptile in slings and pumps, 
pumps in polished red calf and gray 
suede pumps with attractive bows of 
the same leather. These were in addi- 
tion to black suede flats. Novelties in- 
cluded a pump of red and black fabric 
ornamented with a large rectangular 
brass buckle carrying a checkerboard 
pattern of alternating red and black 
squares. 

The Guild House, also on Tremont 
Street, displayed pumps and slings in 
a warm brown smooth calf leather, 
some with throat ornaments; others 
with stitched decoration on the vamps. 
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Black suede pumps with rhinestone 
buckles were prominent. 

Nearby, the Richards store on Wash- 
ington Street combined black and red 
in an attractive display of new mer- 
chandise. Black suede flats with moc- 
casin-pattern foreparts carried silver- 
colored buckles. Pumps of smooth red 
leather were ornamented with highly 
polished brass buckles. Included, too, 
were pointed toe black suede styles 
with ribbon bows and tapered toe plain 
pumps, also in black suede. 

At the Curtis Enna Jettick store, 133 
Tremont Street, it was reported that 
there had been a slight increase begin- 
ning in the third week of August. 
Black leather pumps, many of them 
in suede, were said to have been the 
favorites. It was anticipated, however, 
that when the expected fall rush got 
under way, other colors would cut into 
the volume of blacks. Mentioned among 
these were a warm, dark brown, a 
lighter brown closely resembling the 
town brown of other seasons, a cherry 
red, gray and even navy blue. 

At the Joseph Antell store, Zero 
Newbury Street, it was said that some 
dark shoes had already begun to sell, 
“but not many.” Black and town brown 
were reported as the two best selling 
colors to date. As the season pro- 
gressed, however, it was believed there 
would be a good demand for a deep 
red, almost maroon, color. Size of fall 
orders had been dictated by the belief 
that business, later on, will be “fair.” 

~ 7 * 


Hot Weather Helps 
Miami Shoe Sales 


THE TEMPERATURE in Florida has 
soared and kept high even for this 
area, but it seems to have had a good 
effect on the retail shoe business. Sales 
have been good all through the hot 
weather and advertising has been un- 
usually heavy. On one Sunday in mid- 
August there appeared a full page ad 


from one of the largest high style shoe 
dealers in the community, and several 
half and one-third page promotions 
from others. This advertising is not con- 
fined to any one type or price bracket 
dealer. Chain stores, outlets and exclu- 
sive salons are all in the advertising 
game. It may be that heavy invento- 
ries were carried over from the winter 
season, and then again, and this seems 
most likely, it may be that an effort is 
being made to clear out all last sea- 
son’s high style numbers and to make 
room for something drastically differ- 
ent which may be introduced next 
fall. 

Usually this is a period for marking 
time. Florida, or at least the southern 
part of the State, has no fall season 
such as we find in the North, and so 
it has been just a step from one resort 
style to the next. Of late, however, 
more attention has been paid to fall 
and spring and we find some new num- 
bers being offered. 

The very hot summer season has 
done something to the feet of Floridi- 
ans. We find that women are looking 
for comfort in footwear and the wo- 
men’s pages in the newspapers are 
carrying articles on the care of feet in 
hot weather and the comfort to be had 
from wearing shoes that fit—not only 
fit the foot but the weather. All this 
does make for extra sales in casual 
shoes. 

In the casual shoe business there has 
been a wide variety of foreign gim- 
micks introduced. Stores advertise an 
Italian straw or something in a gay 
coloring with the motif truly Mexican. 
One shop has been featuring and doing 
a successful business with a flattie 
carrying a real old Roman coin im- 
bedded in a straw rosette adorning the 
toe. Flowers of straw, fruit, even birds 
perch across the front. 

Right now mothers are busy with 
back-to-school purchasing. One store, 
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Combination ad that does a double selling job for store. Sapphire is emphasized 
for grainy tweed suit. Martinique pump, slim heel and toe, in rich chocolate brown 
is recommended companion piece. A. Harris & Company, Dallas (eight cols.). 
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... but he’ll keep the 


Lawrence Continental 


Calf Shoes 


It isn’t that he mistrusts his comrades . . . it’s just 
that he’ll take no chances with prized booty like 
Lawrence Continental Calf Shoes. 

Lawrence Continental Calf — there’s nothing 
quite like it. 

It is supple and soft . . . a leather with notable 
character. 


It is a finely textured pattern ...a leather of 
unusual mellowness. 

It... Continental Calf — by Lawrence... is the 
rich leather of this five-eyelet wing-tip Johnston & 
Murphy Shoe (Model 357). 

You'll find it easy to sell. A, C. Lawrence Leather 


Company, Peabody, Mass. 
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we carry your inventory 


to greater profits! 


PLAIN-TOE BLUCHERS 
#0900 Horween’s Shell Cordovan 
#0904 Imported Black French Calfskin 
#0905 . No. 551 Brown Saxon Calfskin 
+0906 Martin’s Black Albion Grain 
#0907 Martin's Brown Albion Grain 


WING TIPS 
#0901 Horween’s Shell Cordovan 
#0902 Imported Black French Calfskin 
#0903 No. 551 Brown Saxon Calfskin 


Cordovans $11. Grains $10.50. Calfskins $9.80 net 30 days 


Send for our new in-stock catalog 


Order now from this completely 
new line...in stock...unbranded... 
shipped the same day your order is received. 


O-nine hundred series fully leather lined, bound tops, welted around heel, leather heels with 
inserted steel plates, each pair shipped in individual shoe socks. 


& THE JOMN 


144 Field Street * Brockton, Massachusetts 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 








New York 


New YORK shoe manufacturers indicate that business, 
generally, is good. Production is at a high level and ex- 
pected to continue on that basis, since deliveries on orders 
placed in May and June are due now and well into Octo- 
ber. Reorders and fill-ins on the first fall shoes are be- 
ginning to come in from retailers and these too help to 
keep plants busy. 

In women’s shoes it is certainly a dark season. Black 
is the most important color and as one manufacturer put 
it: “For fall it is black, black, black and if we had sixty- 
seven different shades of black, they would all be good.” 
Black is ordered in suede or calf. Black in combinations 
of smooth with textures or fine grain leathers. Black 
suede trimmed with faille or satin or peau de soie. Black 
with color, especially in new types of fall spectators. There 
have been some orders for dark browns and some dark 
grays. 

In many cases, resort lines have already been readied 
and salesmen have started out on their trips early, to con- 
tact their accounts . . . especially the southern ones, who 
must buy early. ... These salesmen will report back to 
the factory and manufacturers will get their first indica- 
tions of the reaction to the line and will have a better idea 
of where to build the strength for spring. The hope is for 
a switch to color for the resort and southern seasons. 

Manufacturers of children’s shoes indicate that their 
business is good. Reorders for back-to-school and fall 
shoes have been coming in steadily and production has 
been active. 

The present feeling is that business on the manufactur- 
ing level is good and prospects afe that it will continue to 
be satisfactory in all categories—men’s, women’s and chil- 
dren’s. When retailers placed their orders for this present 
fall season, they were wary and cautious and certainly did 
not overbuy. The result is that the majority of them are 
in a good inventory position and open-to-buy. 


Chicago 


SPRING shoe designs, and preparations for the National 


Shoe Fair have top priority in shoe factories. A few ad- 
vance spring patterns are already on trial runs with South- 
ern salesmen. They have also been sampled to some large 
accounts for resort business. 

At this point it is obvious that price increases will be 
a factor. Estimates of from one to two dollars a pair at 
retail for some men’s shoes by next year have been voiced. 
There will also be an increase in the number of shoes to 
retail at $25 a pair in’ certain men’s lines. The calfskin 
market remains firm and may stiffen. Some factories will 
probably go from calf to kip in order to maintain present 
price levels. Labor will account for most of the price 
boosts. The skilled labor market in this area remains ex- 
tremely tight. High wages in expanding new industry and 
in the building trades provide tough competition for the 
shoe industry. 

Meanwhile, current production is on second runs. Some 
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style shoes were late in delivery to retailers due to short- 
ages of new lasts. The delay meant shoes weren’t in stores 
early enough to get a reaction. Therefore, in some cases 
re-orders have been slowed. The last shortage is improv- 
ing. However, the mid-heel tapered toe style has caught 
on far beyond expectations. This has, naturally, created 
a new demand, so a new bottle-neck has been established. 

One definite trend appears in boys’ shoes. Black is 
gaining rapidly, as much as three to one in orders in 
some houses. Years ago a lot of black children’s shoes 
were sold. Then, except for patent leather, it dropped 
out until the current trend began several years ago. 


Milwaukee 


VIRTUALLY without exception, Milwaukee shoe plants 
are reporting favorable conditions. Plants are hitting capac- 
ity production levels. Production of spring lines is in full 
force. Reports covering sales of summer shoes indicate that 
they are totaling slightly better than last year. 

Field reports garnered by plant management indicate 
that retailer inventories are in good shape. Slack early 
summer sales activities in some sections of the country have 
been overcome as improved weather stirred greater interest 
in warm weather footwear styles. 

A particularly bright spot on the production front has 
been the high levels being attained in the work shoe field. 
“Our mail orders are rolling in well ahead of last year’s 
pace,” said one key work shoe plant executive. 

One problem facing production planners, according to 
reports, is the difficulty in getting set stylewise in the manu- 
facturing of men’s shoes. Milwaukee’s men’s shoe pro- 
ducers, long noted for their conservative outlooks, are peer- 
ing deeply into their crystal balls these days in an attempt 
to keep up with major style trends. Staying abreast with 
style changes has a higher priority in Milwaukee plants 
these days than it has had for some time. 

Men’s black shoes continue to hold a predominant posi- 
tion in the production picture. Black is expected to gain 
in popularity in the season ahead. The deeper tones of 
brown are also expected to show increasing favor. 

General outlook for the next 60 days, according to both 
factory and key retailer spokesmen, is exceedingly opti- 
mistic. Gains are anticipated in all lines. 


St. Louis 


PRODUCTION continues at capacity for St. Louis manu- 
facturers. There is widespread pressure to meet delivery 
schedules. In many cases, shipments are going out late. 
Estimates from producers as a whole show that the total 
number of units of fall shoes shipped to date is under the 
corresponding number for last year by several percentage 
points. However, orders booked to date are running ahead 
of last year in pairage. Dollar volume is reported as up 
from five to 20 per cent, varying from manufacturer to 

manufacturer. 
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250,000 Salesmen; One Billion Customers 
... But, is the Public Sold? 


Each year one billion people come into the nation’s retail shoe 
outlets. They buy shoes. But, are they “sold” on the shoes they 
buy? Do they fully appreciate the values they’re getting . .. or 
understand the romance and true worth of a pair of shoes? Is 
this shoe-buying public a really shoe-informed public? 


Not so’s you’d notice it. 


We’re missing a tremendous opportunity. The shoe industry 
has a legion of 250,000 “salesmen” which could do this “public 
education” job . . . but is not doing it. We’ve got 200,000 retail 
shoe salesmen, store owners, managers, department heads, trav- 
elers. We’ve got another 50,000 shoe industry executives and 
specialists. That’s a big and powerful team . . . if we put it to 
work. 


It’s one thing to sell a product. but it’s another to get people 
sold on the product and the industry behind it. That’s a job of 
public education. A good public relations job requires no lavish 
spending. In the case of shoes, it starts with a nucleus of trained 
teacher-salesmen to educate the public on shoe values, and we’ve 
already got this nucleus . . . a powerful force of 250,000 front- 
line “teachers” in contact with a billion customers a year. 


But, who’s training this legion to do this vital job? Nobody. 
Who’s come up with a plan to put such a program into effect? 
Nobody. Who’s furnishing the training material to help to do 
the job? Nobody. 

We've created tools to sell shoes. Now, we've got to use the 
tools we have to sell the shoe story to the American public. This 
is a basic, grass-roots job. Instead of talking about big adver- 
tising campaigns and lush Diamond Jim Brady ideas, let’s make 
use of our most powerful public relations force: the front-line 
shoe people who talk every day with millions of folks who want 
to know more about shoes. 


Third in a series by 


THE BOOT AND SHOE WORKERS’ UNION, AFL-CIO 
John J. Mara, Pres. 246 SUMMER STREET © BOSTON 
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Salesmen are now beginning to get out on the road with 
their second fall lines. Some stimulation of buying by 
retailers is expected from this trip, since sales at the retail 
level will have begun to indicate which patterns will fall 
in the top volume class. 

Representatives from St. Louis firms who attended the 
Leather Show came back divided into two camps. One 
faction claims that the color forecasting for spring of °58 
has left manufacturers a “most confused group of people.” 
This faction feels that entirely too much color was shown 
in New York for producers to begin to swallow and digest. 
As one executive described it, “It would be helpful to us 
if the leather companies would take a few good colors and 
make each one mean something, rather than fling a large 
number of colors at us for us to try to interpret.” 

Representatives of the other faction came home from 
the Show happy over the tremendous range of smart, new 
looking colors for spring. This camp is delighted with 
the wealth of bright pastels, as well as the interesting 
new neutrals. Startling combinations of green and blue, 
or pink and orange, as seen at the style show in New York, 
cheered this camp’s prospects for a bright spring saleswise. 

Tri-colors, especially red-white-blue, were cited by pro- 
aucers en masse as comers for spring. The trend toward 
more cloth shoes, including sailcloth and silk prints, was 
lauded by manufacturers as a hedge on prices. Price in- 
creases, it was pointed out, would push some lines reluc- 
tantly into another price bracket. Wider use of cloth, and 
cloth-leather combinations, will help offset rising manu- 
facturing costs, it is believed. 


Los Angeles 


Ir looks black ahead for shoe manufacturers. Not busi- 
nesswise, but fashionwise. The call will be for black and 
all the dark shades. What sampling has already been 
done indicates a customer preference for dark elegance 
and further impetus has been given by fall and winter 
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showings of designers’ collections. The look of the future 
seems to be even more feminine elegance. Sex appeal will 
be strong with the bustline remaining very much 60. 
Evening and cocktail wear calls for lots of gold lamés, 
black lace, and increasing strength in the tight sheath line. 

Even daytime ensembles will call for dark, dressy shoes. 
Collections featured woolen dresses, short jackets tapered 
at the hips, lots of tawney tans and charcoal grays. 

Shoe manufacturers are muttering to themselves that 
it’s a good thing the tapered toe came along when it did. 
Otherwise, women could get along with one pair of shoes 
from morning till evening, and it could very well be last 
year’s pair. 

Manufacturers report they are receiving orders for long 
runs in black patent, but dark fabric shoes are increasing 
in importance. Water-marked silks are appearing again 
after a lapse of many seasons and so are black brocades. 
Elastic gored and sided shoes are being called for also. 

Among oddities, one high-fashion ladies’ line has several 
platform pumps on display. The manufacturer’s represen- 
tative was asked if these were a hold-over from some 
years ago, but replied that a number of his accounts had 
asked for them. Not a volume item, of course, but enough 
requests had been received to put the shoe back into 
production. 

In spectator and dress pumps, orders are strong for red 
calfs and kids in a good rich shade. This powerful color 
is practically a neutral and the ladies find it is almost as 
useful as pure black. 

Manufacturers with big in-stock business are mulling 
over the problem of what percentage of production to put 
into the three basic style trends: conventional toes, modi- 
fied, and true needles. 








John Lobb of London 


lr you want a custom made shoe in England, you will 
have to ask for a “bespoke” shoe. And if you want the 
best in such shoes, made by a century old house, you will 
go to the heart of the fashionable West End of London 
and look for the sign John Lobb. 

It is a modest looking establishment, a little hard to find 
as you walk down St. James Street from Piccadilly. The 
unpretentious exterior is matched by the equally un-mod- 
ernized interior. But in that row of chairs lining the 
wall, famous people of all kinds—from crowned heads of 
the Western world and Maharajahs of the East to stars of 
stage and screen—have sat and been measured for their 
John Lobb shoes. There are less noted customers, too, 
who want and need their fine fit and beautiful workman- 
ship. 

For fit and quality are what John Lobb specializes in. 
In talking to Thomas Gilchrist there one realizes just how 
much skill and care goes into the making of these shoes. 
Mr. Gilchrist, who has spent his life in the shoe business, 
is the expert in measuring feet and following through on 
perfecting the individual lasts. The outline of each foot, 
with all the necessary measurements noted, is kept in a 
permanent record for current and future use. Customers 
of John Lobb’s are thus able to order shoes at any time 
from any part of the world. 

The seeming simplicity of the fitting process led to a 
question. “Well, you see,” answered Mr. Gilchrist thought- 
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fully, “I feel the foot when I measure it and then I watch 
the lastmaker as he works. If we have any doubt about 
the fit, we ask the customer to come in again for a trial 
fitting before the outer sole is put on. Then, if alterations 
are necessary, they are made at that time.” At John Lobb 
shoes are kept on the lasts—made of beechwood—for 
three weeks. 

One hundred and one years ago this year the original 
John Lobb started the firm with W. H. Lobb his son as- 
sisting him. The elder Lobb, a West Country Englishman, 
had become a successful shoemaker in Sidney, Australia. 
where he had followed the Gold Rush. Unlucky in this 
venture, he had turned to the more stable pursuit of shoe- 
making and, in due time, returned to his native England. 

At his death, his son continued the business and now, in 
turn, his two sons, Eric and William, head the firm. Wil- 
liam Lobb has one son, so it is probable that a fourth 
generation of John Lobb will continue as the quality “be- 
spoke” shoemaker for the crowned and uncrowned heads 
of the world, those men and women who seek beautiful fit 
and workmanship and consider 18 or more guineas—$55 
and up—a very low price for such shoes. 

The young people who are learning quality shoemaking 
at John Lobb’s spend two days a week at school, studying 
at the Cordwainers’ Technical College in North London, 
the shoemaking center of the metropolis. In this way 
John Lobb is providing for the years ahead when their 
present staff and corps of workers, like Thomas Gilchrist, 
expert in fit, will have retired. 
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to other merchants and get their views. 


* * * 


Cost of living is to level off this month, 
the government’s price experts say. It’s 
been climbing steadily each month for 
nearly a year. As a result, the Bureau 
of Labor Statistics index now stands 
at 120.2 per cent of 1947-49 prices, 
which makes the current index the 
highest ever. 

According to BLS Commissioner 
Ewan Clague, prices are now flattening 
out and will hold steady during August 
and September. But he believes an- 
other rise—a minor one—will occur in 
October. Then we'll see a slight de- 
cline in November and December, he 
predicts. 


* * * 


Offices of J. G. Schnitzer and the gov- 
ernment’s other leather experts have 
been moved to a new location within 
the main building of the U. S. Depart- 
ment of Commerce. New location is 
room 4027, which is closer to Consti- 
tution Avenue than the old location. 
The move of the Leather, Shoes and 
Allied Products Division was part of 
a move involving other industry divi- 
sions within the Business and Defense 
Services Administration. Purpose was 
to fit the reduced staffs of the divisions 
into smaller working quarters. 


Sell - POLISH to match the shoes 


for back-to-school and autumn sales 


Further cuts in military procurement 
are in the making. The Defense De- 
partment is now working out details of 
contract reductions and slowdowns that 
will wipe out up to $1.5 billion in 
Army-Navy Force purchase orders. 

Defense Secretary Charles E. Wilson 
says the reason for the cutback is that 
“the temperature of the world is down 
a little.” 

Wilson has issued orders to all Pen- 
tagon officials concerned with procure- 
ment to hold total spending in this fis- 
cal year (which ends next June 30) to 
$38 billion. In addition, he has placed 
the same ceiling of $38 billion on 
spending in the following fiscal year, 
which will end June 30, 1959. 

Throughout the Pentagon, procure- 
ment officials say the reductions will 
have little or no impact on actual 
spending for supplies in this fiscal year. 
The greater part of the reductions are 
only on paper. No actual current man- 
ufacturing is involved. 

The slowdown in new orders will be 
chiefly in missiles and advanced weap- 
ons that are in the development stages. 
The cuts will be “selective,’’ Mr. Wilson 
declares. That is he emphasizes, there 
will be no across-the-board slashing of 
all weapons procurement programs. 


* * * 


The cost of borrowing money is 
nudging forward again. The Federal 
Reserve Board is pegging up by one- 
half a percentage point the discount 
rate in effect at its branch banks. 


Hoffco is a natural leader in the 
quality shoe dressing field. It 
offers your customers a true 50 
cent value for a 50 cent purchase 


P 


rice. 

Ideally suited for all smooth 
leathers —any of the over 30 
“color perfect” shades brings out 


Result is to be a further stiffening 
of the terms all banks charge their 
customers for loans. 

The Board takes the position that 
one way to slow up inflation is to make 
all borrowers think twice before sign- 
ing notes for further expansion. 

“Expansion” of all types is in the 
Board’s plans, whether it’s construc- 
tion of new facilities by businessmen 
or purchases of footwear by con- 
sumers. 

William M. Martin, the chairman of 
the Federal Reserve Board, explains 
that today’s inflation is not one brought 
about by specific shortages, as was the 
case during past wars. 

“Aggregate demand” is in excess of 
“aggregate availabilities,” as he puts it, 
and the result is too many firms and 
individuals are bidding for limited sup- 
plies of money, of labor, and of produc- 
tion. 

Mr. Martin also singles out cost-plus 
contracts as a cause of inflation. Be- 
cause firms holding cost-plus contracts 
have no real incentive to hold down 
their costs, the result is a stimulation 
of spending by these firms. 

Cost-of-living clauses in wage con- 
tracts have the same quickening effect, 
he points out. 


The Family Shoe Store at 5 Medford 
Street, Arlington, Mass., has expanded 
by taking over the store next door at 
3 Medford Street. Bert Weiner is the 
owner. 


check these 
Hoffco advantages: 


@ non-toxic, safe for 
children’s shoes 


e sold only through 


shoemen 


the grain and buffs to a natural 


high-luster finish — makes old 

shoes look new. The tannery 

original “color match” is care- 

fully maintained. Hoffco liquid 

is rub-resistant, and easy-to-use 

—builds complete customer sat- 

i isfaction. Cash in on the growing 

g acceptance — order Hoffco today 
“ from your local jobber. 


@ longer profit margin 
e highest quality 
@ more colors 


@ money-back 
guarantee 


@ increases store traffic 


HARRI HOFFMANN CoO., INC. 


MILWAUKEE 1], WISCONSIN 
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“. over SO ‘color perfect’ shades 


.-. and the newest—Medium Grey—available now. 
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New Marketing Techniques 
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only a few free hours to shop. Second, 
in the last 20 years, domestic servants 
have delivered 50 per cent. Women 
with young children now have to do 
their general shopping when their hus- 
bands can be home. As a consequence, 
market studies show that on an aver- 
age, over 50 per cent of all retail sales 
are made in about 12 hours of the 
stores’ total open shopping time, and 
that concentration of volume shopping 
into even briefer periods is increasing. 


People Buy on Impulse 


Another compelling factor in today’s 
market is the manner in which pur- 
chases are made. Actually, few shop- 
pers who need them, have shoes in 
mind when they start out to shop. 
Nearly three-quarters of the purchases 
made are based on_ spur-of-the- 
moment decisions right in the store. 
This is the finding of one of the most 
extensive and unbiased surveys every 
made in this country on the way peo- 
ple buy, or fail to buy. 

This study recently completed by E. 

I. DuPont de Nemours & Co., conducted 
interviews with representative shop- 
pers in hundreds of retail outlets from 
coast to coast. It found that 70.8 per 
cent of the shoppers do not plan to 
make purchases in advance, but arrive 
at their buying decision after they are 
inside the store. Furthermore, the 
DuPont survey revealed that “shoppers 
average only 17.9 minutes in the store. 
Shopping time includes looking, touch- 
ing, rejecting, and buying.” 
Concrete evidence that impulse buy- 
ing greatly affects shoe sales in this 
country was supplied in a recent Bet- 
ter Packaging Advisory Council study 
of the buying habits of 1,800 shoe 
customers. This survey revealed that 
(a) 87 per cent of women’s shoe pur- 
chases were not planned in advance 
(b) 91 per cent of misses shoe pur- 
chases were unplanned (c) 74 per cent 
of the men made unplanned purchases 
and (d) 46 per cent of children’s shoes 
were not planned in advance. 


Lack Buying Appeal 

A comprehensive study of the indus- 
try’s promotions including advertising, 
boxes, cartons, window, counter and 
shelf displays, literature, contests, 
labels etc., divulges a glaring lack of 
impulse buying appeal. Actually, the 
shoe industry fairly aches for a new 
merchandising approach. While many 
shoe displays and boxes are eye-appeal- 
ing they fail to give the product a 
steady, cumulative sales punch to have 
any real effect as a selling aid. More- 
over, displays are too frequently dis- 
carded because of cramped selling 
space in today’s stores. 
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Consequently, a new merchandising 
aid is called for that will carry the 
product’s message dramatically and ef- 
fectively enough to arouse the buyer’s 
interest. This new aid must also in- 
vest the product with point-of-sales 
glamor and inspire buying action in 
the shopper. 

Such a marketing device has oc- 
cupied the attention of sales experts 
in many industries for years. They 
have attempted many approaches with 
fair to good results. However, tests 
have proven conclusively that the most 
effective salesmaker in catching the 
shopper’s attention and giving the 
product an emphatic selling edge at 
the point of purchase is the informative 
patched tag. 


Trend Toward Self-Selection 


At the retail level—75 to 80 per 
cent of all goods sold today is via 
self-selection or self-service because re- 
tail selling is practically non-existent. 
Customers prefer this method of buy- 
ing. Retailers like and encourage self- 
selling. This cuts down expense, in- 
creases volume and profit. 

However, in converting to self-selec- 
tion, retailers find they must provide 
their customers with product informa- 
tion by some means other than the 
rapidly diminishing sales clerk. 

The most efficient and least expen- 
sive means—the cost per unit is in- 
finitesimal—is a completely informative 
patched tag attached to every item on 
display. 

Manufacturers of all types of mer- 
chandise regardless of cost are using 
patched tags to put over sales. 

Before retailers and manufacturers 
and industries embraced self-selection 
selling many tests were made on the 
selling floors of department and spe- 
cialty stores. 


People Prefer Tagged 
Merchandise 


N. W. Ayer, one of the nation’s lead- 
ing advertising agencies, ran a test re- 
cently on wearing apparel at Lit 
Brothers department store in Philadel- 
phia to test statistically the selling 
power of a completely informative tag. 
Equipped with this tag, listing the 
product’s sales points, this item out- 
sold its identical counterpart, similarly 
displayed and priced ten per cent 
lower, but untagged, in a ratio of 13 
to 1. 

Another similar test, conducted by 
the Durabac Company, on a different 
product in Gimbel’s New York depart- 
ment store, had an even more startling 
result. Of the women who bought, 96 
per cent selected the tagged item rather 
than the untagged. 

These results are right in line with 
the findings of surveys conducted by 
A. C. Nielson, the Chicago Tribune 
and the University of Michigan. All 
concluded that today’s consumers de- 
mand information on the product. And 








they prefer reading it on the product’s 
informative tag. 

A recent poll of representative shoe 
outlets indicates that retailers feel that 
the industry should adjust to today’s 
marketing conditions and use tags to 
sell their products. 


Tags Increase Sales 


Repeated studies and accumulated 
data on retail specialty and depart- 
ment store sales show: 

1. Customers will buy more of the 
same product when it is tagged than 
they will purchase when it is not 
tagged. 

2. Customers will take time to read 
informative tags thoroughly. 

3. Shoppers want complete informa- 
tion about a product on that product’s 
informative tag. 

4. Shoppers are attracted by, and 
drawn to merchandise that carries 
colorful informative tags. 

5. Shoppers react favorably to a 
tag’s illustration of the product in use. 

6. Customers will pay more for 
tagged products than accept identical 
products that are not tagged. 

7. Customers like tags because tags 
facilitate buying and cut down on their 
shopping time. 

The truth is that under today’s 
shopping conditions a shoe tag will 
provide the only selling help the man- 
ufacturer and retailer can depend on. 
In 80 per cent of the cases, the product 
tag is the shopper’s only information 
source at the point-of-sale, the point 
where most buying decisions are made. 


Shoe Promotions Are Ineffective 


Despite a powerful merchandising 
program, industry promotions such as 
a mid-day shoe break, Sunday shoes, 
party shoes, house shoes etc. are not 
getting across to the consumer. 

This is particularly borne out by the 
low sales volume in the men’s shoe 
field. Figures show that men purchase 
only 1.87 pairs of shoes annually. Not 
only is this shockingly low, but it dips 
considerably below all minimum health 
requirements. Obviously, men are 
literally wearing shoes until they fall 
off their feet. 

Equally bleak is the sales picture 
on children’s shoes which show a per 
capita consumption of 1.38 (boys and 
youths) and 1.93 (infants and babies). 

Although women are buying 4.63 
pairs of shoes annually, it is consider- 
ably below fashion standards. In fact, 
fashion experts contend that women 
shoe purchases should be at least 
double the present figure. 


Need for a Successful 
Selling Weapon 


By tagging shoes, the manufacturer 
adds effective selling weapons to his 
product. While boxes are utilitarian, 
the tag gives the shoe a personality; 
[TURN TO PAGE 63, PLEASE] 
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JUSTIN 


Lancer 


The Nation’s Favorite Outdoor Boots 
.for men and women 


Trim, easy-going Lancers are the perfect expression of the 
modern sportsman and woman who seek the ultimate in 
quality, style and comfort. 


Eleven Lancer Styles available in Brown, Black and 


Desert Tan. Retail Prices from... $1 3.95 to $29.50 


GENUINE JUSTINS... the Nation's 
best selling boot with 


FULL PROFIT MARKUP 


More than 50 ‘in-stock cowboy and eae 
boot styles available for 
IMMEDIATE DELIVERY 


FOR INFORMATION WRITE... 


JUSTIN BOOT COMPANY 
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STAY AT THE 


HERATON-\{°Arpin 


YOU CAN GO ANYWHERE 
IN A TWINKLING! 


OUR LOCATION’S GOOD AS MAGIC — saves you 
footsteps, time and money. For we’re right in the middle 
of the shoe market, close to countless wholesale sources. 
New York’s fashion center lies at your feet.—Just steps 
from Empire State Building, subway bus and air Termi- 
nals, Lincoln Tunnel. Times Square theatres, night clubs, 
Radio City, Grand Central—all easily accessible! 


MODERNIZING THROUGHOUT —Fashion and com- 
fort, so important to your shoe business, mean a lot to 
your living quarters too! You'll get more enjoyment out 
of your New York trips by staying at the Sheraton- 
McAlpin. We've been remodeling, redecorating, making 
every inch sparkling new—lobbies to bedrooms and 
broom closets. Every room with new RCA 21” TV, plus 
full-range radio. Many rooms air-conditioned. And for 
pleasure, or pleasure combined with business—attractive 
dining rooms, meeting rooms, exhibition rooms. There’s 
our new Minute Chef and Town Room, for a snack or a 
hearty meal—plus our new Cafe Lounge featuring smart 
entertainment. You enjoy every minute at the Sheraton- 
McAlpin! 
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George D. Johnson, General Manager 


Boot and Shoe Recorder 








New Marketing Techniques 


[CONTINUED FROM PAGE 61] 


invests it with a much needed cloak 
of glamor. In addition, the tag sup- 
plies product information in a readable 
form, talks to the customer in terms 
the customer wants to hear and per- 
suades the customer that this merchan- 
dise is the best merchandise on the 
market. 

Each shoe manufacturer can, by 
using tags, get over his individual sell- 
ing point that distinguishes his shoes 
from others. 

He can effectively stress the ad- 
vantages of “walking to health”; wear- 
ing lighter shoes which are healthful 
and stylish; giving shoes a rest so 
that they are not worn repeatedly; 
changing to summer shoes with the 
change to summer clothing and back to 
heavier weights in the fall or selecting 
the proper design and colors for a 
better personal appearance. The sell- 
ing opportunities are limitless. 


How the Tag Manufacturer 
Can Help You 


Since the requirements for a success- 
ful merchandise tag are so complex 
and exacting, the development of a 
tag that will be successful in moving 
its products in retail stores against 
competitive products calls for consider- 
able know-how. 

The established tag manufacturer 
has what it takes to make your tag 
produce gratifying results. For one 
thing, the tag manufacturer bases his 
design and copy on_ information 
garnered from systematic market re- 
search in order to produce maximum 
consumer appeal. 

Every established producer of mer- 
chandise tags has on his staff a group 
of specialists who can translate the 
findings of this continuous market re- 
search into productive service for the 
product manufacturer. These _ spe- 
cialists study not only the particular 
product for which the tag is required, 
but also the actual store conditions 
under which this type of product is 
being offered for sale, how it is being 
displayed and the competitive situation 
its new tag must be able to meet suc- 
cessfully. 


Tags a Must for Maximum Sales 


Under today’s marketing conditions 
tags are a must item for maximum 
sales. Regardless of what avenues the 
manufacturer uses to promote his 
product, the clinching arguments must 
be made at the point of sale. At this 
point in the selling cycle, nothing has 
the power of persuasion like the in- 
formative tag. 

To get in line with advanced mer- 
chandising techniques, the shoe indus- 
try must put a fully developed tag 
program into action. Such a program 
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will not only have its effect in in- 
creased inventory but will step-up 
profits for the dealer as well as the 
manufacturer. In fact, tag merchan- 
dising will pave the way for an indus- 
try-wide sales volume approaching 1 
billion pairs of shoes annually. 





Something Blue 


[CONTINUED FROM PAGE 45] 


be realized that weddings occur at a 
rather regular rate throughout the 
year—and that brides are important 
customers every month. 

While newspaper advertisements of 
special bridal shoe merchandise might 
be limited to coincide with the top 
three wedding months, it would be to 
the advantage of every shoe retailer 
to display special merchandise con- 
stantly. 

Shoe retailers in department stores 
have the logical spot in the Bridal 
Consultant’s office of their stores. In- 
dependent retailers, particularly those 
in towns and cities of any size, could 
make arrangements with local Bridal 
Gown shops to install a permanent dis- 
play. And certainly, once a year at 
least, all shoe retailers could salute 
brides with appropriate window dis- 
plays. 

While we have a particular fond- 
ness for the “Something Blue” motif, 
there are, nonetheless other footwear 
ideas that can be fostered to gain 
extra sales through the bridal party. 
For the bride herself . . . golden slip- 
pers to accessorize the champagne 
colored bridal gowns in vogue for the 
current Autumn-Winter season; and 
on the all-white basis, one could pro- 
mote pumps of pleated chiffon or kid- 
skin, thickly pearled. 

Through cooperation with a store 
bridal consultant, the “Something 
Blue” idea can be imparted to the 
bridal party ... blue for bridesmaid 
accessories, from headdress to slippers 
to bouquet. Also for bridesmaids .. . 
dyeable satin slippers colored 
velvet pumps .. . floral printed fabrics 
or leathers. 

A return to the custom of having 
flower girls or ring bearers in the wed- 
ding calls for special small-fry foot- 
wear. For flower girls . . . white silk 
shoes that can be dyed to match the 
color of the dress sash or flowers being 
carried . . . for the boys, tie oxfords 
of white or black patent leather. 





Richard Rich 
[CONTINUED FROM PAGE 38] 


to Atlanta in 1936 and made general 
sales manager and publicity director. 
In February of the following year he 
was elected vice-president and assumed 
general executive duties. In 1949 he 
was elected president, the office he pres- 
ently holds. 








Dick Rich, as president of Rich’s, 
heads a company that started in a 
small, log-constructed building the year 
following the War Between the States, 
with five employes and has grown 
steadily every year since. Last year, 
in its combined stores in Atlanta and 
in Knoxville, Tenn. (the only regional 
store owned by Rich’s), the volume 
was close to $80,000,000 and there were 
slightly over 4000 employes. The At- 
lanta store represents the largest vol- 
ume of retail business done, under one 
roof, south of Philadelphia. Today, as 
when it was founded, Rich’s remains 
a Georgia-owned, Georgia-managed 
store, with complete control in the 
hands of those who have the good of 
Atlanta and the South at heart. 

Mr. Rich indicated: “Our buyers 
are constantly being sent to markets, 
both in the East and West, as well as 
abroad, in search of merchandise to of- 
fer the people in the Southeastern 
area ... not only the choice, smartest 
and most desirable merchandise pos- 
sible but to offer such merchandise at 
the lowest possible price. Rich’s has 
a policy that can be summed up: ‘The 
success of any sale is measured by our 
customers’ complete and final satisfac- 
tion. At Rich’s the customer makes 
her own adjustment. Merchandise 
MUST be satisfactory. It must please 
today and that much more tomorrow. 
The good name of an old institution 
stands behind our every transaction.’ ” 

Another accolade was added to Dick 
Rich’s long list, for accomplishments, 
when he was elected president of the 
National Retail Dry Goods Association 
in January, 1957. Philip M. Talbot, 


the outgoing president, emphasized 
sincerely: “The members of the 
N.R.D.G.A. are fortunate indeed to 


have a man of this caliber direct their 
activities. He is a man of vision, keen 
foresight and intense business acumen. 
Under his guidance the entire retail- 
ing industry will enjoy added pres- 
tige.” 


Opens Fall Selling Season 
With Institutional Ad 

BINGHAMTON, N. Y.—Parlor City 
Shoe Co., 44-46 Court Street, ushered 
in the new fall season with an institu- 
tional newspaper ad which focused con- 
sumer attention on all phases of the 
store’s operation. 

Under the caption, “Fall Opening,” 
the ad read: 

“Fall 1957 ushers in the largest, 
grandest, most outstanding and most 
complete collection of fall footwear— 
and fashion coordinated handbags, ho- 
siery, umbrellas—that it has ever been 
our good fortune to introduce. 

“America’s leading manufacturers 
of nationally advertised and nationally 
acclaimed quality footwear for men, 
boys, women and children have brought 
to us—and to you—the foremost high- 
lights of a new season.” 
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the 
little 
DANCE 
shoe... 


... that grew 
into big, 
BiG PROFITS 


This dance shoe, only a short time ago, was a 
profit potential. Today, it’s a profit reality! 
Why? Because the Back-to-Dance School market 
is growing by leaps and bounds. 

Increase your share . . . become dance shoe 
headquarters in your community with the help 
of the midwest’s long-time specialists, Leo’s 
Advance Theatrical Shoe Co. of Chicago. Leo’s 
. » . recommended by teachers and professionals 
alike. 


1 LEO’S authentic ballet, toe, and tap shoes are 
crafted by our own experts, right in our own shops 
in Chicago. 


LEO’S are a quality product, priced for profitable 
volume business. 


LEO’S Dance Shoes are available from this central 
location for prompt delivery anywhere in the 
country. 


Write for 1957 FREE 
Catalog and ‘‘eye- 
stopper’’ Display 


ADVANCE THEA 


32 West Randolph St Chicago 1, III 


LEO-TARDS, too, at a profit to you! 


TRICAL SHOE co 


October Weather 


[CONTINUED FROM PAGE 51] 


Last October, the weather was generally warm and dry 
throughout this region. 


Area V: South Central 


Texas, Oklahoma and Louisiana will average drier than 
normal while Arkansas will be relatively wet in October. 
Temperatures throughout the South Central States will 
range three to five degrees above normal. A similar warm 
trend occurred last year when late-season highs of 103 
degrees and 99 degrees were reported at Laredo and 
Wichita Falls, respectively. 


Area VI: Northwest 


North of the Seattle-Vancouver area, through most of 
British Columbia, precipitation will be above normal. 
Other sections of the Northwest, however, will be com- 
paratively dry. Last year, this entire region was wet and 
most of the precipitation occurred late in the month, in 
the form of snow. Temperatures are expected to be colder 
than normal. 


Area VII: Southwest 


Drier and somewhat warmer than normal is forecast for 
the Southwest. Most of California will average 50 per 
cent, or less, of normal precipitation. Last October, con- 
ditions were generally cool and dry with the exception of 
Northern California which was unusually wet. Several 
mountain stations had over two feet of snow by the end 
of the month. 


Hardware Store 
Sells Work Shoes 
C ASSTEVENS Hardware Co., Elkin, N. C., successfully 


sells work shoes over the counter like saw blades, files, or 
nuts and bolts. Concentration on a definite segment of 
the local market has enabled them to build a profitable 
shoe volume with this technique. 

Some of the Casstevens shoe customers come from as far 
away as forty miles, with the result that multi-pair sales 
are more frequent in this hardware store than in most 
small town shoe stores and departments. 

The company added shoes to their lines in 1932 with a 
full range of sizes and widths in a single number. Since 
then they have expanded the line to three numbers. They 
cater to just one type of customer, the farmer and logger 
of the Blue Ridge Mountains, with maximum values and 
minimum service. 

Their shoe advertising and promotion are limited to a 
tiny, but continuous shoe display in one corner of their 
window. It is usually confined to two or three pairs of 
shoes. They have never used an instore display, nor ad- 
vertised shoes. Customers try shoes on. but they do their 
own fitting. The store has no fitters and salesmen do not 
offer service on fit unless the customer asks for it. 

Because of their concentration on three staple numbers 
they have no markdown costs, no advertising, display or 
market trip costs, and they estimate their overhead on 
shoes is negligible. This enables them to take below 
standard markups on shoes with no sacrifice in net profits. 

Their original number and still top seller is the Locust 
Post shoe. They retail the elk top, cork sole number at 
$7.95 and the Neoprene sole number at $8.50. The kid- 
skin, a popular shoe with those who work in the local mill, 
is priced at $6.95 with leather sole and rubber heel. 
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The Italian 


Footwear Industry 
[CONTINUED FROM PAGE 47] 

The stores are generally small, and 
some are fantastically tiny. I saw one 
“store” in Naples that measured about 
7 x 15 feet, about the size of a large 
closet. The store was surrounded by 
windows. I counted 218 different shoe 
styles shown in these windows—in 
men’s, women’s and children’s shoes. It 
was a mystery where the store could 
keep the stock of these styles—even if 
only two or three pairs per style were 
available. Well, one size was in the 
window; another was on the shelves in- 
side; and the third pair was kept in 
the “cellar,” which was simply a small 
pit beneath the floor, entered by trap 
door and small ladder. The total inven- 
tory of this booth-size “store,” believe 
it or not, was nearly 1000 pairs. 

Shoe store windows, except for some 
of the very high grade shops in the 
larger cities, aren’t particularly attrac- 
tive. However, the “practical display” 
approach is used—meaning a display of 
as many different styles as can be 
crammed into the window. The presen- 
tation of a large variety of styles is 
very important from both the store and 
consumer standpoint. Store windows are 
in large panels, are opened from the 
outside with a key. The stock inside the 
store is open to view, on shelves. There 
are few “salon” type stores such as 
commonly seen in Brussels or Paris, 
with concealed stock. 

Store hours are governed by law. 
This applies to shoe stores as well as 
most others. Stores must close in the 
afternoon—in summer from 1:30 to 
4:30, and the rest of the year from 
1:30 to 3:30. But they are open until 
8 P.M. August is generally vacation 
period for all retail stores, and many, 
including the shoe stores, shut down 
completely for one or two weeks. 

In many of the small towns or com- 
munities, particularly in the southern, 
warmer portion of the country, the 
open-air shoe stall is common. Cheap 
shoes and slippers are sold in these 
stalls, where it’s largely a self-service 
operation. Shoe stores aren’t usually 
found in communities with populations 
of 2000 or under. These people will 
buy their shoes in a larger community 
some miles away; or they’ll have their 
shoes made by the local cobbler-shoe- 
maker, who can make the shoe from 
start to finish, including hand-cutting 
the last. 

There are only a handful of shoe 
chain organizations in Italy. The larg- 
est is Varesi, with about 70 stores. 
Varesi has its own manufacturing 
plant. However, it “farms out” some 
of its production (an economy measure 
rather than lack of plant capacity) to 
artisan shops. 

Throughout most of Europe, the 
great majority of retail shoe salespeople 
are women. In Italy, however, the ra- 
tio is about 50-50, due chiefly to the 
lack of employment for many men. As 
employment increases, more women 
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take over the retail sales jobs, as in 
other European nations. 

The general appearance of the male 
salespeople is frequently below neat- 
ness standards found elsewhere. There 
is a rough “apprenticeship” system, 
not unlike that in the U. S., where the 
salesperson simply steps in and learns 
how to sell shoes. The big job of the 
salesperson is in learning the stock, 
which is far more diversified than in 
an American shoe store. However, he 
has far less need of a knowledge of 
sizes and precision fitting, as is re- 
quired in the U. S. 

The salespeople work eight hours a 
day, six days a week. By law, all re- 
ceive two weeks’ paid vacation time. 
There is a minimum wage scale: about 
$73 a month for the women, and about 
$97 a month for men. Many earn above 
these rates, of course, and the PM and 
other incentive systems help add to the 
basic wage scale. 

The Italian retail shoe salespeople 
can’t be called “shoe fitters” in the 
American sense. This is due almost 
wholly to the absence of sizes and 
widths that is common in the average 
shoe store (about 90 per cent of all 
shoes are sold on only one width, and 
the size selection is quite limited. But 
this is compensated somewhat by the 
tremendous variety of style selections 
and a wide variation of lasts). Hence 
the fitting procedure is based on a se- 
lection of styles rather than on sizes. 


Italian Shoe Styles 


If the most efficient and successful 
American shoe retailer tried to operate 
a shoe store in Italy on the American 
plan, he’d be out of business in a 
month. The same applies in reverse: 
that the top Italian shoe merchant 
wouldn’t have a chance running a shoe 
store in America by Italian operational 
standards. 

In Italy, shoe sizes are relatively un- 
important, whereas in the U. S. they’re 
of primary importance. In Italy (and 
it applies to most other European coun- 
tries as well) an enormous selection of 
styles and colors and patterns is of 
overwhelmingly first importance. This 
is followed by demand for quality shoe- 
making and quality of materials. The 
fact that the shoe may or may not fit 
accurately (by American standards) is 
of little importance to the consumer, 
and hence to the retailer. 

The obvious question arises: But 
doesn’t that mean that Italians, as well 
as most other Europeans, should have 
a lot of foot trouble due to ill-fitting 
shoes? No. Ironically and paradoxi- 
cally, it can be said that European feet 
are generally healthier and stronger 
than those in the U. S. There are sev- 
eral reasons for this. 

First, the Europeans average about 
10 times more walking than do Ameri- 





The photographs used in the first in- 
stallment of this article, in the August 
15 issue, were by courtesy of A. Am- 
boldi & Sons, Milan, Italy, makers of 
men’s shoes. 








cans. This is a lifelong practice. Hence 
the feet acquire strength through ex- 
ercise. 

Second, dress shoes are alternated by 
the wearing of looser fitting footwear 
such as slippers, open sandals (for men 
and children, as well as for women), 
etc. 

Third, the lack of sizes in stores is 
compensated to a good degree by an 
enormous selection of styles and pat- 
terns (and also lasts). If the shoe in 
the desired style doesn’t fit the cus- 
tomer well, the salesperson often 
doesn’t have the selection of another 
size in the same style. But he does 
have at least eight or ten other styles 
quite similar to the first one—and out 
of that group will be able to get a size 
(and last) that gives a fairly satisfac- 
tory fit. The customer is accustomed 
to this “fitting by style’ and accepts 
the practice. Thus, despite lack of sizes 
in given styles, the customer usually 
is fitted fairly well by the “style selec- 
tion” fitting procedure. 

This lack of sizes and widths is not 
the choice of the shoe manufacturer 
and retailer but is influenced totally by 
the shoe-buying tastes and habits of 
the public. The public demands first 
and foremost a vast selection of styles. 
It is obvious that the average shoe 
store couldn’t offer this kind of selec- 
tion and have full size runs in each 
style, color and heel height. Such an 
inventory would be prohibitive. So he 
buys only a few sizes on each style or 
pattern. If he cuts down on style se- 
lection and increases size selection, he’s 
not long for shoe business. So he ad- 
justs his operation in accord with 
consumer demands and preferences. 

It is generally conceded by leading 
shoemen throughout the world that 
Italian shoe styling is the most creative 
and advanced in the world. I ques- 
tioned numerous Italian shoemen about 
this. The answers were fairly consis- 
tent. I was told, “The consumer is re- 
sponsible for it. Italians are by nature 
an art-minded people. This ‘mentality’ 
influences clothing and footwear de- 
sign. And for centuries our shoemak- 
ers and designers have learned to cater 
to this insistent demand for creative art 
in footwear.” 

This is likely responsible for the tre- 
mendous turnover and variety of 
Italian shoe styles, which have acquired 
world influence. It is amazing to see 
the prevalence of smart styles on the 
people in even the tiny mountain vil- 
lages in Italy on a Sunday or during 
festive occasions—and every day in the 
larger communities. It’s interesting to 
note the longshoremen, priests, push- 
cart peddlers, as well as the best- 
dressed men in town, wearing smartly 
styled shoes. A man may be shabbily 
dressed, but his shoes, even though 
thoroughly worn, are high-styled. It is 
difficult not to find well-styled footwear 
there. 

Ironically, shoe prices could be re- 
duced substantially by cutting down on 
the number of styles made and sold. 

[TURN TO PAGE 67, PLEASE] 
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Editorial Outlook 


[CONTINUED FROM PAGE 15] 

productivity. Product information tags and other devices 
may provide the visual aides necessary to register quick 
sales impressions. Neither can substitute for the personal 
attention of a well trained man in selling and fitting shoes. 

Higher prices are in the offing and higher prices mean 
still greater competition . . . competition not only between 
retailers of shoes, but between shoes and other consumer 
goods items. The better appreciation for shoes, which the 
industry hopes to establish will come after a better under- 
standing by the consumer of the reasons why shoes, unlike 
any other article of apparel, must be sold and fitted by 
competent salespeople. 





weeks from now 


Dramatize Selling 
teenage girls in your town With Tie-in Theme 


[CONTINUED FROM PAGE 48] 
(same circa) which were such fun for the children of that 
“ period, was reissued . . . publication date to coincide with 
Continental* back to school 1957 promotions. The McFlimsey char- 
acter was also used on TV and is now a good promotional 
theme for stores. 

A group of important department stores across the 
country, among them Nieman-Marcus, Rich’s, L. S. Ayres, 
Frederick and Nelson, Hutzler Brothers—are planning to 
feature this tie-in of shoes, dresses and accessories along 
with the book—in their windows, departmental promo- 
tions and advertising media. 
in SEVENTEEN It all translates itself into a novel approach to profitable 
selling. 


approximately I out of every 3 


will be reading about Moxees 


Magazine! 
Unusual Signs 


Build Volume 


Duranco, Coto.—Some of the most unusual signs used 
in the western shoe industry have steadily built shoe sales 
volume at Hogan’s, men’s apparel store in this south- 
western Colorado tourist center. 

“More people come into our store to look at the signs 
than the shoe styles themselves,” Gerald Hogan, shoe de- 
partment manager, said with a grin. “I often ask new- 
comers to the store what brought them in and, invariably, 
curiosity over our signs was the reason.” 

All of the signs throughout the store are hand-printed 
by Charles D. Hogan, the younger Hogan’s father, who 
has been actively retailing footwear in various Colorado 
communities for more than 57 years. Now 77 years old, 
Mr. Hogan delights in unique signs which he paints on 
cardboard cut to odd sizes from shoe cartons, hatboxes, 
and other materials. No two signs are alike, some of 
them lettered in script, others in various types of upper 
case and lower case letters, but all involve the use of 
eninin many colors and extremely neat, precise handwork. 

S12? Glock Goata Aecther Typical of the eye-arresting humor which the elder 

SNND -Gesiins Qiain tenther Hogan employs in his sign writing are special sales an- 

5126 Black Suede & Smooth Leather Combination nouncements, hung out several times per year. Instead of 

5129 Taupe Suede & Smooth Leather Combination using the usual type of window card, Mr. Hogan paints 

AAA 6-10, AA 5-10, B 3Y4-10 Genuine handsewn $5.20 in-stock signs which describe the sale, the savings offered, the 
brands involved, and other details, on the top of men’s 

white shoe boxes, three or four of which are then taped on 


AMERICA'S | the front of the store, immediately below the window glass. 
LEADING | Anyone passing by automatically recognizes the fact that 
FOOTWEAR | the sign material is a shoe box top, and that the colorful 

VALUE | sign writing employed is a hand-painted job. Mr. Hogan 


has been using his box-type signs outside the store for 
manufactured by Belgrade Shoe Co., Auburn, Me. years, and invariably, response is heavy. 





order in yet? 
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The Italian 
Footwear Industry 
[CONTINUED FROM PAGE 65] 


But consumers prefer the wide selec- 
tion of styles to economy through fewer 
styles—even though they often can’t 
afford it. For example, before the war, 
Bata came to Italy to open a chain of 
shoe stores. Bata could furnish good 
quality shoes made on its mass produc- 
tion system, and at half the price of 
Italian shoes. But Bata had to give up 
the project when it learned that it 
couldn’t, with its small style selection 
which permitted low-cost mass-pro- 
duced shoes, meet the Italian demand 
for wide style selections. 

A much more dramatic example is 
this story I heard from three different 
sources. Right after the war, Italy was 
a devastated and impoverished coun- 
try. Generous America thereupon sent 
shiploads of new and sturdy American- 
made shoes to shod the “poor bare- 
footed Italians.” When the shoes ar- 
rived the Italian officials—and later the 
Italian people—were greatly embar- 
rassed. They were deeply grateful and 
didn’t want to offend the American 
generosity. But the truth was that the 
Italians, poor and needy as they were, 
just wouldn’t wear the American shoes. 
Why? Because the shoes, by Italian 
taste standards, weren’t properly 
styled. So they preferred to go poorly 
shod in what they had. 

The Italians claim they can instantly 
spot an American—by the shoes he’s 
wearing. This indicates the distinct 
differences in Italian and American 
shoes. What are the chief characteris- 
tics of “Italian shoes’? They’re ex- 
tremely lightweight, flexible and soft. 
They’re almost always fully leather 
lined, even the low-priced shoes. Most 
have thin, close-edged soles. These ba- 
sic features apply to men’s, women’s 
and children’s shoes alike. 

As to styles, patterns and lasts, there 
is a constant and vast turnover of 
these in an effort to satisfy consumer 
thirst for the new. Many of our own 
new styles stem from Italy. For ex- 
ample, the current needle and pointed 
toe women’s shoes have been prevalent 
in Italy for the past three or four 
years. The one and two-eyelet shoes in 
men’s, popular here for the past sev- 
eral years, were common in Italy eight 
and ten years ago. 

When we speak of the “tremendous 
variety” of styles and style turnover, 
just what is meant? Here are some ex- 
amples. For instance, in one Rome shoe 
store specializing in children’s foot- 
wear, I counted 214 different styles in 
the window, ranging from infants’ to 
teen-age. Undoubtedly there were still 
more styles inside the store. In a small 
store in Florence the window was ap- 
proximately three feet wide by six feet 
high, and less than a foot in depth. Yet 
some 88 different children’s shoe styles 
were on display. 

The seasonal turnover of styles is 
drastic. Here again an American shoe- 
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man would experience frustrations. 
For example, a particular shoe can be 
the hottest seller in the store for the 
season. But despite demand, it is ab- 
ruptly closed out at season’s end. 
There’s almost no such thing as con- 
tinuing the same style through for an 
additional season or year, no matter 
how well it has sold. 

Many times I asked why a good- 
seller wasn’t continued. I was given 
the same answer everywhere. The con- 
sumer expects to see a completely fresh 
array of new styles with each new sea- 
son. If the consumer recognizes an 
“old” or carry-over style in the window, 
word gets around that the store has old 
rather than new styles. And business 
would suffer. 

This is one reason why manufactur- 
ers rarely carry an in-stock division. 
There is very little reordering of the 
same shoes. The manufacturer, like the 
retailer, is expected to have a completely 
fresh turnover of styles with the new 
season—and a vast array of selections. 
For example, one leading maker of 
children’s shoes introduces as many as 
200 new styles for each new season. In 
the U. S., a manufacturer of twice that 
size might introduce perhaps from 15 
to 30 new styles in the children’s line, 
with a large number of “proven sell- 
ers” and carry-overs. A moderate size 
men’s shoe manufacturer in Italy will 
introduce some 150 to 200 new styles, 
as against fewer than 50 for a com- 
parably sized American producer. 

In Italy it’s said, with tongue in 
cheek, that every shoe retailer is a shoe 
stylist or seriously considers himself as 
such. The consequences of this state of 
mind and its resultant practices would 
have devastating effects in the U. S. 
But the Italian shoe industry has 
learned to live with it. It works this 
way. 

The manufacturer’s salesman visits 
the store with his new line. The re- 
tailer looks it over, selects the shoes he 
wants. But now he suddenly becomes a 
shoe designer or stylist. For instance, 
he says, “I like this pump. But I want 
it made up in blue suede instead of 
smooth green calf as it now is. The 
heel must be a half inch higher, and 
thinner, such as on this other model. 
The vamp ornament that is now on the 
throatline must be moved an inch over 
to the left side, and it must be a bit 
smaller, and in pastel blue instead of 
deep brown as it now is.” 

This procedure of “redesigning” the 
shoe is common practice. The shoe 
traveler dutifully takes down all these 
specifications, one shoe after another. 
And the order goes to the manufac- 
turer in this “revised” form. The cli- 
max of this fantasy is that the manu- 
facturer actually makes the shoes up 
according to these specifications — of 
course charging the buyer for these 
changes, which the buyer expects and 
accepts. Thus, a good share of the 
shoes produced are actually twice de- 
signed: once by the original designer, 
and often again by the retailer or 
buyer. Though this slows production 








and delivery time and raises costs and 
prices, it’s a practice difficult to subdue 
or eliminate. They attribute it to the 
“Italian mentality” wherein everyone 
considers himself an artist. And 
whereas the retailer is paying the cost, 
he’s given the right to indulge in his 
artistic idiosyncrasies. 

Who creates the Italian shoe fash- 
ions? In the artisan shops it’s always 
the top artisan, who is a creative de- 
signer as well as an expert shoemaker. 
In the factories the owner or top ex- 
ecutive is often the “designer.” He 
may not be an artist to draw pictures 
of shoes, but he can instinctively ‘“in- 
terpret” new styles or what he wants. 

Most plants buy some or all of their 
new designs from free-lance designers. 
Almost all designers not only create the 
designs themselves, but will make the 
pullover or even the finished shoe, 
from start to finish. Many of the 
Italian designers travel by car to shoe 
centers all over Europe, adapting their 
styling ideas to the tastes and wants 
of each country. They charge about $10 
for each accepted design. Many of the 
designers are women, and like the men 
they’re capable of making a shoe from 
start to finish. Just as an interesting 
sidelight, the lasts from the pullovers 
are usually hollowed out rather than 
solid wood, as in most other countries, 
including the U. S. 

This is the second of three articles by 
Mr. Rossi on the Italian shoe industry. 





Miller Department Store 
Finishes Women’s Shoe Shop 


LINCOLN, NEB.— The Career Shoe 
Shop has been completed at Miller & 
Paine department store, featuring 
women’s shoes in the $6.95 to $12.95 
price range and with emphasis on the 
high school, college girl and career 
woman trade. Manager is Don Hoff, 
who also buys for the second floor shoe 
salon and the downstairs women’s shoe 
department. Weir John is Career shop 
assistant-manager and the new shoe 
department is located on street floor. 

New department has 22 chairs, full 
carpeting and a curved blond wood wall 
fixture with four shadow-boxes. Shelv- 
ing is concealed and holds 10,000 pairs 
of shoes. 

Color plays an important part in 
the decorative scheme. A new type of 
plastic covering in coral color forms 
panels on the wall fixtures. Coral and 
blue panels decorate the sides of six 
floor display fixtures. Latter are fully 
enclosed with tops for display and stor- 
age of forward stocks underneath. 

Shadow-boxes also are painted coral 
inside. A new lace-peg panel on the 
back of each shadow-box replaces the 
conventional peg-board for flexibility 
in display. 

New department has one of the 
choice traffic spots in the store. It is 
also strategically situated across from 
the remodeled and relocated hosiery de- 
partment. A new millinery bar adjoins 
it at one end. 
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OIL RESISTING 
NEOPRENE 


Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you'll get more 
than your money’s worth. 


Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of MAN GM 14.4 © 


VUL-CORK & 
VUL-CORK NEOPRENE 


80 light, so flexible, so resilient you can roll them up... right in the palm o 
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How to Handle Complaints 
( CONTINUED FRQM PAGE 43) 


noticeably as in a welt. When trying on a new pair of 
shoes, the innersole is perfectly smooth and the custo- 
mer does not have the comfort of these ridges. Con- 
sequently, there is a small amount of friction between 
the foot and the shoe, causing a slight burning sensa- 
tion. 

11. Children whose walk is extremely pigeon toed 
or who toe out when trying on a new pair of shoes, 
although normally they walk properly in their old 
shoes. The waxed bottoms of the new shoes, especially 
when tried on on a carpeted floor, will cause the child 
to slip. In order to maintain balance and prevent 
falling, the child will toe in or toe out, whichever is 
the most normal under the circumstances. Younger 
children will also lift their arms. This is an indication 
that balance is the problem. Just as soon as the soles 
are scratched (rubbing the bottom of the shoe on the 
sidewalk) the child will revert to its normal way of 
walking. 

12. Complaint of the bunion being sensitive. In this 
case a shoe with plenty of height over the first toe (3rd 
dimension) as well as enough width is about the only 
aid the customer can get. A bunion stretcher may also 
be used, 

13. Shoe cuts the instep. There are special instep 
raisers on the market—available also from your find- 
ings dealer. Care must be used so that the instep bind- 
ing will not rip. In some instances it might be advisable 
to cut the leather over the instep lower, depending on 
the foot, and then replace the binding. Only an expert 
repairman is qualified for this type of work. 

14. Shoes squeak while walking. 

a. Usually the shank becomes loose between the 
innersole and outsole. A tack or staple in this region 
will fasten the shank. Shoe repairmen sometimes open 
the shoe and put powder into the shank or tighten it 
by some other means. 

b. In men’s or boy’s shoes, the outer sole might rub 
against the cork filler so that whenever the foot bends 
the sole makes a squeaking noise. The way to correct 
this would be to open up the bottom of the shoe, then 
recement and restitch, making sure that one surface 
does not rub against the other. 

The customer is not always at fault when complaints 
are made. A cheerful smile and proper attitude will go 
a long way in building up a desirable business. Try 
to determine what your own reaction would be under 
similar circumstances. 


A vegetable-type sandal was actually worn by the Ari- 
zona cliff dwellers (the ancestors of the Pueblo Indians) 
centuries ago. This footgear had a sole that was made of 
yucca leaves, and an insole fashioned from ordinary corn 
husks. In order to fasten the shoe to the foot, marginal 
loops of braided grass were woven around the edge 
through which strings could be threaded for tying around 
the leg. 
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The Designer Speaks .. . 


ELinor BOHLE’S ideas on design- 
ing women’s shoes are clear-cut and 
practical. They show her knowledge 
both of design and shoemaking. These 
are some of her comments on current 
fall and coming spring fashions. Some 
of these points are illustrated in her 
accompanying shoe designs. 

A high front look on an old base is 
more practical because the pattern for 
a really high front base would be 
limited to a few seasons while the 
lower cut pump base is good for sea- 
son after season. A high front effect 
is more flattering to the foot than one 
covering the whole instep. The sling 
is important because it is a chance to 
have an open back with a closed toe 
that women cannot walk out of. Shiny 
surfaces and fine grains are nice con- 
trasts with shaggy leathers. We are 
coming into a dressy season and the 
light touch on a rugged surface is 
good, Contrasts in textures, rather 
than in colors, are best. 

Dressy flats are needed. There must 
be a market for them since women 
who like low heels express a desire for 
them and they are still not easy to find 
in better shoes. Teen-agers, in fact, 
have been driven to putting rhinestone 
buttons and fancy ornaments on their 
skimmers in order to get dressed-up 
flats. 

The pump and closed toe sling 
shown are both designs for fall by 
Elinor Bohle, and represent her pref- 
erence for a high front effect, rather 
than a really high front. The high 
front is achieved by using the overlay 
on a square throat pump base. De- 
tailing allows for surface contrasts. 


September |, 1957 


ELINOR BOHLE 


It has been art, in one form or an- 
other, all along the way with Elinor 
Bohle, now maintaining her own shoe 
design studio at 47 West 34th Street 
in New York. Starting with the study 
of sculpture at Washington University, 
St. Louis, she then became interested 
in dress design. The next step took 
her into shoe designing with the Dun- 
bar Pattern Co. For awhile she had 
her own design business, with clients 
in Canada, South America and Ger- 
many. She specialized in children’s 
shoes for the German market. 

From then on her course was defi- 
nitely set toward the shoe designing 
field. In the shoe design department 
of the Air Step division of Brown 
Shoe Co., she “learned about construc- 
tion.” This was a valuable experience, 
giving her greater knowledge of what 
designs were practical from the shoe- 
making point of view. 

New York became her goal and she 
went to work for the Carlisle Shoe 
Co., designing Mademoiselle Shoes in 
their New York design studio. Fol- 
lowing this experience she designed 
for Oomphies, Inc.; for Andrew Gel- 
ler, where she stayed seven years; and 
for Palter DeLiso. Now she has her 
own design studio, working with sev- 
eral women’s style houses. 

During the years that she was with 
Geller, Elinor Bohle made several trips 
to Europe, gaining inspiration as well 
as concrete ideas for the creation of 
shoes for American women. As an 
artist, she found these trips especially 


interesting, and she enjoyed to the full 
the works of art and the beauty and 
charm of European cities. 

Her professional work has, by no 
means, been her sole interest. In ad- 
dition to taking care of a comfortable 
and attractive home for herself and 
her husband, a chemical engineer, she 
has done volunteer work at the United 
Nations headquarters and in the boys’ 
orthopedic ward at Bellevue Hospital. 
From time to time she has continued 
her study of sculpture at the Brooklyn 
Museum. Most recently, she has been 
working in mosaics at the Museum 


of Modern Art. 





Butler’s Shoe Chain Opens 
Million-Dollar Unit in Atlanta 


ATLANTA—The newly-completed mil- 
lion-dollar building of Butler’s, Inc., on 
Brookwood Drive, NE, is now occupied 
by the shoe chain. 

It has 150,000 square feet of floor 
space and occupies a nine-acre tract 
just off the expressway. 

David Slann, chairman of Butler’s 
board, said the company is planning 
future expansion, with provisions for 
a railroad spur. 

The chain opened its first store in 
West Palm Beach, Fla., 31 years ago. 
The first year, its volume reached 
$50,000. 

The company now operates 150 stores 
in 14 states and total sales volume this 
year is expected to be close to the $23- 
million mark. 

Mr. Slann said also Butler’s schedule 
calls for the opening of between 10 and 
15 new stores annually. 


Swedish Group Publishes 
Shoe Terms in Four Tongues 


As a service to its members, the 
Swedish Shoe Industry’s Research In- 
stitute has prepared a special vocabu- 
lary of shoe terms in English, German, 
French and Swedish. The vocabulary 
contains 1,600 shoe terms. It can be 
used by people speaking any of these 
languages for translation to or from 
any of the other three. 

Though it is mainly devoted to shoe 
terms, a number of terms of general 
interest in the tanning and shoe last 
industries have been included. A selec- 
tion of terms relating to foot measure- 
ment and fitting has been added so far 
as it was possible to obtain translations 
of the terms, many of which are new. 

The book can be ordered from the 
Swedish Shoe Industry’s Research In- 
stitute, Drottning Kristinas vag 45, 
Stockholm 6, Sweden. The price is $4, 
postage included. 
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No. 734. Bass Weejuns*. 
Brown Antiqued, Double 
Leather Soles; Leather Heels. 


No. 6175. Black Antiqued | 
Weejun* Tie; Double Leather | 
Soles and Heels. 


No. 1553. Pearl Elk Saddle 
Oxford; Black Calf Saddle 
and Back Stay; Black Cush- 
N-Crepe Soles. With Tan 
Saddle, No. 1536. 


No. 2784. Ranch Boot of 
Hunting Leather; Cush-N- 
Crepe Soles. Also available 
in Sand Suede, No. 2741. 


*T. M, Reg. 





Bass Outdoor Footwear | 
your “best buy” for school | 


G. H. BASS & CO., Dept. BS9, Wilton, Maine 
658 Marbridge Bidg., N. Y. C. 1, N. Y. 


Inside Story 
[CONTINUED FROM PAGE 41] 


soles and soles made of a variety of compounds each 
designed for a specific purpose. Compound and rubber 
compound soles are being more widely used in shoes for 
men, women and children. Newest weltings are of con- 
tinuous strippings of plastics and vinyls, supported and 
unsupported. 

In heels much effort has been put into making them 
non-breakable. Metal has been used and non-brittle plas- 
tics, in addition to wood and leather board. Heavy vinyl 
compounds have been put into top-lifts to do away with 
the need for frequent renewals of top-lifts at the repair 
shop. Changeable heels and a construction that enables 
the wearer to insert a new top-lift at home are other new 
ideas in heels. 

Linings are of all kinds of materials, including new 
plastic coated materials. Leather linings are of kid, cab- 
retta and sheep in matching, contrasting or printed effects, 
in delicate pastels and black or scarlet treated to be 
perspiration-resistant. Fabric linings range from con- 
ventional faille and cotton drill to newer treated fabrics, 
plain and patterned. White is everywhere, in both leathers 
and fabrics. Sock linings are often contrasted with upper 
linings and are in distinctive designs to identify the shoe 
with the manufacturer or the store. 

New ideas, new processes, new materials, are pouring 
out of the laboratories and the factories, bringing innova- 
tions and variations in all the well-known methods of 
shoemaking. To the ultimate consumer—man, woman and 
child—there is new comfort in a new lightness, softness 
and flexibility. And there is new eye appeal in the new 
lasts, new heels. new soles, new upper materials, new 
ornaments. In addition to the leathers there is a wide 
range of fabrics which include silks, cottons, linens, 
worsteds, synthetics such as dacron and nylon and, in 
the strawcloths, rayon. Full reports on all these upper 
materials were given in the special supplement of our 
August Ist issue. 


"Round-the-clock Wear 


Wedges are for ‘round-the-clock wear. They come on heels 
from high to flat. They are shaped, layered, sculptured, 
grooved, trimmed and plain, covered or in basic materials. 
They are made of wood, polished or covered; of natural 
cork or cork compounds; or wood covered with cork. 
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New Products 





Novelty Ceramic Heel 


A NEW NOVELTY heel for women’s 
shoes is rapidly catching attention. It 
1s a ceramic heel, used in the higher 
heights, from 16/8 and up. An alumi- 
num tube passes through the center of 
the heel, giving it the required stability 
and strength. At the base is a rubber 
toplift that is easily replacable by un- 
screwing a screw. The heel is attached 
to the shoe in the same manner as 
plastic or glass heels. 















The design possibilities of these heels, 
which are imported from Japan, are 
endless. The ceramic can be given any 
kind of color treatment, along with 
boundless textured surfaces. Jeweled 
effects are also used. Mother-of-pearl 
coverings are likewise available in these 
heels, or in combination with ceramic 
finishes. The heels are available in a 
wide selection of novel shapes. They 
are extremely light in weight, and will 
not chip. The makers are applying 
these ceramic novelties to vamp orna- 
ments also. Importer is Simco Novel- 
ties Corp., 39 W. 38th street, New York. 





New Pressure Type Adhesive 


A NEW pressure type Neoprene ad- 
hesive for use in shoemaking has been 
developed by Compo Shoe Machinery 
Corporation, Waltham, Mass. It is de- 
scribed by James F. Long, general 
Sales manager, as “very versatile, 
with specific adhesion to more materials 
than has been previously obtainable 
‘with Neoprene base adhesives.” 

Use of this new adhesive, known as 
Number 6700, makes possible excep- 
tional bonds with leather, cloth, mesh, 
straw, synthetic fabrics, synthetic rub- 
ber, soiling and vinyl materials. It has 
also been suggested for use in lasting 
vinyl plastic shoes, breasting plastic 
heel materials and for heel covering. 

This new adhesive is translucent to 
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transparent and transmits the color of 
the material upon which it is applied. 


Cork-Fabric Novelty 
Upper Material 






























A NEW novelty shoe upper material, 
called Opporto, consists of genuine 
cork on a fabric base. The cork is very 
finely ground and looks like pressed 
sand. One of the chief advantages is 
that this sheeting material is thin 
enough, yet strong, to fit over a base 
of any kind and bring out the original 
contours. For example, one particular 
application is on wedge or novelty heels 
that have carved configurations. The 
cork-fabric material covering these 
heels gives the appearance of a cork 
heel, and at the same time retains the 
novelty shaping of the heel. The cork 
will not chip. Opporto, distributed by 
Phillips Premier Corp., Boston, has va- 
rious other applications, such as for 
plugs, vamp ornaments, trim, strip- 
pings, and even overall treatments. 





Plastic Heel Material 





Tenite plastics, a product of the 
Eastman Kodak Company first pro- 
duced in 1932, have been further de- 
veloped and improved. They are sup- 
plied to makers of women’s shoe heels 
where a raw material is needed that is 
strong, lightweight and attractive. 
They are strong enough for dress shoe 
spike heels. Heels of these plastics can 





be made in either transparent or col- 
ored effects. They can be easily lac- 
quered to produce specialty shades and 
they lend themselves to metallizing as 
well as to carved and applied decora- 
tion. Tenite plastics are marketed by 
Eastman Chemical Products, Inc., 260 
Madison Ave., New York City. 


New Lightweight Heel Base 


A NEW polyethylene base for heels 
has been introduced, applicable to 
men’s, women’s and children’s shoes in 
the lower (10/8 and down) heel 
heights. These heel bases have large 
cutouts, and are about 40 per cent less 
in weight than regular heel base ma- 
terials, according to the distributors, 
Atlantic Heel Co. of Boston. 











The toplift, attached to the new heel 
base, can be of any conventional mate- 
rial—leather, rubber, synthetic, etc. 
From an outward appearance, the com- 
bined heel base and toplift look like 
any regular heel. The heel can be re- 
placed or repaired as with any ordi- 
nary heel, without damage to the base. 








Three New Shoe 
Upper Materials 


THREE interesting new shoe upper 
materials have been introduced by 
Thomas Taylor & Sons, Hudson, Mass. 
One is a horsehair mesh. It has prop- 
erties similar to nylon, can be washed 
easily with soap and water, but does 
not discolor. The material actually is 
not horsehair, though it has a similar 
texture. It can be woven into a variety 
of patterns to simulate lace or mesh 
or satin, etc. It can be used for allover 
or trim applications in men’s and wo- 
men’s shoes. Appreciable interest has 
been shown in using this material for 
plugs in men’s summer shoes. 

Linjute is another new material, a 
combination of linen and jute, that 
gives a fresh surface treatment. It has 
a texture between hemp and straw. It 
can be used plain or in combination 
with mylar to give a delicate gold 
thread effect woven into the material. 

Straw-and-String is still another 
new development. It consists of twine 
or cotton cord knitted into a synthetic 
straw. A wide variety of patterns or 
surface effects can be made. Different 
color effects are achieved by varying 
the color of the twine knitted into the 
straw. 


















Review of the 
Retail Trade 
[CONTINUED FROM PAGE 54] 


in a big advertisement, advised mothers 
to take time now to properly fit their 
youngsters with shoes for the coming 
school season. “Take the time while 
you, and the salesmen, have plenty of 
it to spend properly fitting the child 
with a correct shoe.” 

School shoes this season are more trim 
and good looking than for some time 
past. The “Sloppy Joe” era has passed 
and in its place is the trim, chic Ivy 
League look. The low heel flattie is 
very smart, and for the younger miss 
the convertible strap is in high favor. 
There has not been enough activity in 
the school shoe business as yet to haz- 
ard any opinion as to which or what 
will be tops. But it does look as though 
it is going to be a trim, smart looking, 
well-shod foot that will go to the class- 
room this season. 

In colors plain black is most desired 
by the High School or College miss so 
far, but there is a lot of red being 
shown. Walnut is another new shade. 

a a * 


Retail Sales Holding 
Own in Los Angeles 


SELLING at the retail level has held 
a good pace all summer long and back- 
to-school promotions are breaking loose 


in all outlets. Most retailers inter- 
viewed claimed an average of a 10 per 
cent increase over last year’s business. 
This is a reasonable figure and would 
indicate that in some cases they were 
merely holding even, since our popula- 
tion is expanding at just about that 
rate. It would take 15 or even 20 per 
cent to show a true increase in volume. 

Most sales in girl’s back-to-school 
wear have been for traditional stylings. 
There seems to be no slackening in 
demand for traditional flatties, skim- 
mers, and loafers. Some of the more 
advanced youngsters have been buying 
these with a suggestion of taper to the 
toe, but this is far from universal and 
the always-conservative teensters are 
buying plenty of the round-toe patterns. 
Saddle oxfords with a tiny little buckle 
and strap across the back are big. A 
variant of this sees the dark saddle 
running around the heel, more like a 
collar than a true saddle. 


In men’s shoes, the moc-front domi- 
nates all retail selling. Inserts in the 
vamp are seen in everything from golf 
shoes and hunting boots to the dressiest 
of formal wear. Wanted constructions 
range from soft to even softer, and a 
bulky, hard-soled shoe finds little ac- 
ceptance except among the senior high 
school and young college crowd. Even 
in work shoes the demand is for flex- 
ible and light-weight constructions. 
Dark browns and cordovan-colored 
leathers are selling big right now. A 


popular seaming on the moc-front is 
the turned or French-stitched edge. 

Women are mixing their buys, pur- 
chasing the last of the summer styles 
but also looking ahead toward the fall. 
Our sale of summer types holds up 
longer out here than in other sections 
of the country, since our hot weather 
usual runs well into October. For this 
reason, women find whites, pastels, and 
bright spectator pumps important late 
into the fall. 


West Coast Stores Being 
Modernized by Florsheim 


Los ANGELES, CALIF. — Florsheim 
Shoe Company is modernizing two 
stores in the Los Angeles area at a cost 
of more than $100,000. One of the 
stores is at Sixth and Hill Streets, in 
the heart of downtown Los Angeles, 
while the other is at Hollywood and 
Cahuenga Boulevards, in Hollywood, 
some five or six miles west. 

The architectural firm of Burke, 
Kober and Nicholas has designed the 
improvements, which include doubled 
space in the downtown store by taking 
over an adjoining store and thus, also, 
extending the mezzanine. 

In the Hollywood store, space will be 
increased by the building of a mezza- 
nine floor. 

Completion is expected by the middle 
of September. 





WHY PICTFATE PROTECTED LINING 
IS THE GREATEST SALES STORY AFOOT... 


4 


4 
Se SS 


for men’s, 


because: PACIFATE 


from shoe lining. 


perspiration. 


e shoe linings add more sales value at less cost 
than any other new shoe feature. 


e durably prevents reinfection of athletes foot 
e retards foot odor due to bacterial decay and 


@ preserves leather from cracking and keeps shoes 
from getting out of shape. 


@ is chemically treated to resist rot and wear. 
Send for informative booklet, “I Wonder What My Parents Know About My Feet”. 


PACIFIC MILLS INDUSTRIAL FABRICS, a division of Pacific Mills Domestics Corp. 
Dept. P5, 1430 Broadway, New York 18, N. Y. 


PACIFATE is the ONLY lining EVER approved by the National Foot Health Council. 


women’s 


TLS 


, 


(i hi ld h 
and cniiarens Snoes: 
OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 


@ PACITWIN—a two-in-one wrinkle free lining of 
flannel and drill. 


@ PACIDURA —a non-fray, shrink resistant, cotton 


lining. 


@ PACITEEN — a dyed suede finish lining, especially 


for slippers. 
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Outbiiders Attracted to Midwest Shoe Show 


News 








Retailers’ Buying Shows Attempts at Lining Up Freshened Stocks 





By BERNICE DECKER 


CuicaAco—Normal buying of second 
runs, fill-ins, and a line-up of holiday 
promotions was the aim of retailers at 
the August show of the Midwest Shoe 
Travelers’ Association. 

It was held here August 11-14. At- 
tendance was reported as average for 
August shows. The growing trend to 
an increase of out-of-town buyers was 
evident. Sunday registration particu- 
larly recorded retailers from distant 
points in Wisconsin, downstate Illinois, 
Indiana and lower Michigan. 

A number of exhibitors showed sec- 
ond-run shoes. These were bought for 
October delivery, with promotions 
planned for the Thanksgiving to 
Christmas period. This show repre- 
sented the first orders on these newer 
patterns for many retailers. 


Small Towns Accept New Last 


There was good acceptance of the 
alligator type leathers and of small 
textured leathers such as pin sea] and 
wild rice. Reception was the best re- 
corded thus far on the modified tapered 
toe and Maxine last. This was particu- 
larly evident for neighborhood and 
small town retailers. They show a 
slow, but steady acceptance of the last 
and also of the ability to present it 
successfully to consumers. 

They remain extremely wary of the 
needle toe, however. Substantial orders 
came only from the downtown fashion 
stores. Shoe travelers report that the 
biggest problem in both the needle toe 
and tapered toe is to sell the retailer. 

The new fabric shoes with jet bead- 
ing, simulated pearls, and other jeweled 
treatment did well. Black patent was 
in all orders. There were a surprising 
number of fill-ins, picks from second 
runs, and requests for new patterns in 
vinylite. Vinylite was described as a 
“sleeper” by one spokesman. Another 
twelve-month shoe, it is expected to 
have good activity for the holiday sea- 
son. 

Black calf was strong in re-orders. 
It appears the pattern established for 
the past two years will be repeated. 
Black calf takes the early lead, followed 
by a tardy surge for suede. 

The growing trend to twelve-month 
men’s shoes showed in the predomi- 
nance of the light-weight types ordered. 
Heavy treatments in grain leathers and 
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For the Big Thanksgiving Day and Christmas Promotions Coming Up 








cordovans were far less active than in 
recent years. Stitch and fold patterns 
predominated, as did slip-on types with 
side gores, and two and three low cut 
eyelets. There was some activity in the 
Ivy League look patterns. 

Children’s business was _ probably 
nearest normal at the show. This was 
a reflection of the healthy state of 
stocks at the retail level. In girls shoes, 
the swivel strap was way ahead of the 
conventional, bubble saddles almost as 
strong as basic types. It was approxi- 
mately three-to-one for black over 
brown in boys shoes, the patented clo- 
sure features taking big volume in the 
youth field. 

This was an important show for 
slipper houses, the final finishing up 
period for holiday business. Orders 
were heavy on basics such as leathers 
and so-called safe shoes. Those who 
wanted to extend themselves, also went 
into velvets, mules, and fancy shoes. 
However, the average merchant was 
cautious on the extra items. Since slip- 
pers are in-stock, most retailers ap- 
peared to be buying as close as they 
could in this category. 





Branch Stores Key to Sales 

WASHINGTON, D. C.—Branch store 
sales paced the volume increases set by 
the nation’s department and specialty 
stores during 1956 and were a major 
factor in the higher profits earned by 
these stores according to the National 
Retail Dry Goods Association. 

The association said during this 
period the average sales transaction 
rose above $5 for the first time. De- 
partment store sales rose almost five 
per cent; specialty stores increased 
sales volume 3.5 per cent. 

These figures are from the 1957 edi- 
tion of Departmentized Merchandising 
and Operating Results of Depart- 
mentized Stores which is being dis- 
tributed by the association. 





To Open New Men’s Store 


YOUNGSTOWN, Pa. — Wissenbach’s 
Men’s Shop is the name of a new men’s 
clothing, shoe and hat store which will 
open about October 1 at 4034 Hillman 
Way, Youngstown. Operators will be 
Fred W. Wissenbach and his son, Don. 
Fred Wissenbach has been with the 
Squire Shop for 24 years. 





Mrs. Jean Bandler Chairman 
Of Shoe Fair Fashion Lunch 


New YorkK—Mrs. Jean Bandler, New 
York designer of women’s shoes, has 
been named chairman of a footwear 
fashion luncheon to be held October 
29 at Chicago in connection with the 
National Shoe Fair. 

Mrs. Bandler is president of Shoe 
Women Executives, Inc., the organiza- 
tion conducting the luncheon for the 
shoe fair. 





















JEAN BANDLER 


Highlighting the fashion event, to 
be held in the Conrad Hilton Hotel, 
will be a dramatic showing of the 
latest in footwear for men, women and 
children. Models will display the 
newest styles from a_ specially-con- 
structed runway that will make the 
shoes visible to everyone. 

The fashion show also will make 
use of special audio-visual effects to 
point out details in the newer designs. 

Styles to be displayed at the luncheon 
will be selected by members of the 
Shoe Women Executives, an organiza- 
tion composed of leaders in the field 
of shoe design and manufacture. 

Mrs. Grace Kent Sage, program 
chairman for the SWE, said the 
fashion show has been planned not 
only as a preview of the most im- 
portant innovations in footwear, but 
as a source of inspiration and infor- 
mation to retailers as well. 

Mrs. Bandler, who was elected pres- 
ident of the Shoe Women in January 
of this year, is chief designer for the 
Pappagallo Shoe Company of New 
York City. 


New Chandler’s Store Opened 
In Ohio Shopping Center 


TOLEDO, O.—A new Chandler’s 
French Room shoe salon has been 
opened in the Westgate Village Shop- 
ping Center here. 

Manager of the new store is Robert 
Feskorn who comes to Toledo from St. 
Louis where he managed another 
Chandler store. He has been with the 
chain since 1948. This is Chandler’s 
first store in the Toledo area. 





St. Louis 210 Holds Day-Long Golf Outing 


a : a 


Among the principals credited with the success of the third annual golf tourna- 

ment and banquet of the St. Louis Chapter of 210 Associates are, from left, 

Robert Mathes, entertainment committee; Gene Frenzel, regional chairman of 210; 

Les Feldman, prize committee; Fred Bloom, vice president of 210; Joe Goldstein, 

general chairman of the outing; Maury Artstein, tickets; and Stanley Olshwanger, 
outing co-chairman. 


St. Louis—More than 200 members 
of the St. Louis Chapter of 210 As- 
sociates participated in the third an- 
nual golf tournament and banquet 
program held July 23 at Norwood Hills 
Country Club. The day-long event also 
included horseshoes, cork ball and card 
games for those not interested in golf. 

Ervin W. Manske of Ervin C. 
Manske Company turned in a score 
of 72 to win low gross honors in the 
golf tournament. Homer Baker of 
Wohl Shoe Company was runner-up 
with a score of 73. The BOOT AND SHOE 
RECORDER silver trophy, awarded for 
low net, was earned by Earl Stadder 
of Wohl Shoe Company, while Al 
Shank, also of Wohl, won the hole-in- 
one contest. 

Jimmie Jones, Jr., captured the 
horseshoes singles title, then teamed 
up with Tom Flood of Midland Shoe 
Company to win the doubles. Frank 
Fernandez of Hamilton Shoe Company, 
Gene Raybon of Maisak Handler and 
Art Bickle of Accent Shoe Company 
comprised the winning cork ball team. 

Robert Mathes served as master of 
ceremonies for the banquet festivities 
and, as a feature of the evening, paid 
tribute to his father, I. Mathes of I. 
Mathes & Sons. Robert Mathes pre- 
sented his father with a life member- 
ship in 210 Associates in honor of his 
78th birthday, his 58th wedding anni- 
versary and his 58 years in the whole- 
sale shoe business. 

Another banquet highlight was a 
short address by Fred Bloom, executive 
vice-president of 210, who came to St. 
Louis from Boston to attend the func- 
tion. 

Joe Goldstein of Kalmon Shoe Com- 
pany served as general chairman of 
the outing, with Stanley Olshwanger 
of Stanley Shoe Stores, Inc., as co- 
chairman. John Hill of International 
Shoe Company and Maurice Artstein 
of Edison Brothers Stores were in 
charge of tickets; Homer Baker of 
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Wohl Shoe Company and Harry Alber- 
stein of Frolic Footwear headed the 
golf tournament committee; Ben Alper 
of Wohl Shoe Company and Les Feld- 
man of Vanguard Chemical Company, 
prizes, Joe Goldstein and Morris Kal- 
mon of Kalmon Shoe Company, ad- 
vertising committee for prize funds; 
Al Shank of Wohl Shoe Company, 
publicity; and Stanley Olshwanger and 
Robert Mathes of I. Mathes & Son, 
entertainment. 


National Shoe Fair Symbol 
Ready for Letterhead Use 


CuHIcaAGo—Firms participating in the 
National Shoe Fair, to be held in Chi- 
cago, October 27-31, may receive with- 
out cost a cut of the Shoe Fair symbol 
for use on letterheads, invoices and 
mailing pieces. 

The cut, which includes the name of 
the firm’s hotel and exhibit location, 
may be obtained by writing to the Na- 
tional Shoe Fair Office, Palmer House, 
Chicago 90, III. 

Exhibitors who use the cut can con- 
stantly remind accounts of their loca- 
tion in any of the 1,200 exhibit rooms 
at the Fair. This advance information 
also enables retailers to plan their 
appointment schedule with greater ac- 
curacy, the Shoe Fair Committee said. 


New Self-Service in Dallas 


DALLAS, TEX.—Brown’s Self-Service 
Shoe Store has formally opened at 
1304 Elm Street, this city, with Joe 
Brown as manager. 

Mr. Brown, formerly district man- 
ager and supervisor for a large shoe 
chain, has been active in the shoe busi- 
ness for a quarter of a century, and 
has been in Dallas for the last 17 years. 

The new Dallas store, with 2,500 
square feet of display area, will carry 
a complete line of women’s and chil- 
dren’s shoes. 


Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, De- 
8-10 
The Guild of Better Shoe Manufactur- 
ers is showing shoes for southern re- 
sort, cruise wear and early spring in 
New York City The week of Sept. 9 
Advance Spring Shoe Market, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
WNUNM coy vcdns ene cs) eee see, 8 
Canadian Shoe and Leather Fair, 
Sheraton-Mount Royal Hotel, Mon- 
treal, Canada Tere, S 
Annual Convention, National Shoe 
Travelers Association, Hamilton Ho- 
tel, Chicago i oalee ceteh hx Sas ee 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Spring Shoe Show, Northwest Shoe Trav. 
elers Association, Hotel St. Paul, St. 


13-16 


Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, Detroit 
Nov. 3-5 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, la. 
Nov. 10-11 
Shoe Show, The Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Colum- 
be he salt. asian em eae 
Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels, Dallas ..............Nov. 
Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peochtree and Piedmont Hotels, 
Atlanta 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh..........Nov. 16-19 
Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. ...... Nov. 16-21 
Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
Nov. 
Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles Nov. 17-20 
Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver Nov. 24-26 
Grand Rapids Shoe Fair, Michigan Shoe 
Travelers Club, Pantlind Hotel, Grand 
Rapids, Mich. ..........+-+5-- Nov. 24-26 
Spring Shoe Show, The Middle Atlantic 
Shoe Travelers’ Association, Inc., Ben- 
jamin Franklin Hotel, Phildaelphia 
Nov. 24-27 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
Chicago Nov. 24-27 
Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City 
Shoe Show ‘and Convention, Empire 
State Footwear Association, Inc., Ho- 
tel Onondaga, Syracuse, N. Y...Jan. 19-21 
St. Louis Shoe Show, St. Louis Shoe Man- 
ufacturers Association, Hotels Statler, 
Lenox, Sheraton-Jefferson and Park 
Peiee, Te SR cs aves ha April 27-30 


<7 _J 


10-13 


10-13 


17-19 
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MILWAUKEE—James Kujawa_ has 
been promoted to the manager’s post 
at Packard-Rellin’s downtown store. He 
succeeds Tom Chambers, who left to 
go with a Chicago shoe firm. 

Mr. Kujawa, 29, is a recent graduate 
of the Marquette University College of 
Business Administration. He worked 
his way through college as a part-time 
salesman for Packard-Rellin. 

After earning his diploma, he de- 
cided to make his career in the field 
of shoe retailing, and joined the full 
time sales staff at the store. Including 
his part time work with the firm, he 
has been with Packard-Rellin for seven 
years. 


Promoted to Manager's Post Window Aids Record-Breaking Shoe Sales 


New Store Planned 


Pe "sag ede please — Belk's of Charlotte, N. C., largest department store in the Carolinas, has reported 

ee record-breaking sales as the result of this window featuring fall Vitality shoes. 
by Melvin K. McCoy and Dorothy Mc- The fashionable emporium presents a 38-foot glass wall exterior which follows the 
Coy, both of Sidney. The new firm has  cencourse to the ladies shoe salon at right. The spacious ceiling-to-raised plat- 
authorized capital stock of $5,000. form showcase exhibits in rich oriental colors more than 65 Vitality fall styles. 


" table 
Most Comfertable STEP 


YOU CAN TAKE... 


Outstanding comfort and handsome styling . . . that’s what men want 
most in shoes. And that’s what you get when you feature McCoy shoes. 
Air-cushioned insoles guarantee lasting comfort to your customers. That 
means more repeat sales for you . . . and more profit too. Get the 

full McCoy story from our representative, or write us to have him call... 
it’s the most profitable step you can take! 


Meloy 


SHOES FOR MEN 
HOLLAND-RACINE SHOES, INC. * HOLLAND, MICHIGAN 
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The 
fi ORTHOMETER sPOSAILE 
The ORIGINAL 3-Way |b ares 


Measuring Device—Fits All Feet 
—Infants through Adults 


Gives accurate measurements, heel-to-ball, 
heel-to-toe and width 

Simple, direct reading 

Engraved hosiery chart—infants through adults 
Sturdy, light aluminum; easily handled and stored 


Used and recommended by many leading retailers 
ond manufacturers. Literature available. 


ae: “aac. | D&K COMPANY, INC. 


Plus Postage Bi 9 5, Alab 438-1 West State Ithaca, N. Y. 
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June Footwear Production 
Hit 45-Plus Million Pairs 


WASHINGTON, D. C.—June footwear 
production of 45.4 million pairs was 
one per cent above production in June 
last year according to information re- 
leased by the Industry division of the 
Census Bureau. 

Of this total, shoes, sandals and 
playshoes accounted for 38,573,000 
pairs; athletic shoes, for 502,000 pairs, 
and slippers for housewear, 5,320,000 
pairs. 

The report broke down geographi- 
cally as follows: New England, 14,563,- 
000; Middle Atlantic States, 15,168,000; 


East North Central States, 5,224,000, 
and other states including Missouri and 
Tennessee, 10,417,000. 

All leather shoes accounted for 80 
per cent of production for June; 
leather outsoles for 33 per cent and 
non-leather, for 67 per cent. 


Store in New Location 

TOLEDO, O.—Giha’s Shoes has opened 
a new location at 2154 West Central 
Avenue in the Colony Shopping Center 
after having been a landmark for 
many years in the old Monroe-Auburn- 
dale shopping area. 





> THE NAME 


that stands for The Best in Jet* and Cowboy 


Boots... 


for Men, Women and Small Fry .. . 


for almost a hundred years. 


SALES-POWERED 


by the highest quality standards, peerless New 
England craftsmanship; and a great, sustained 
National Advertising program. 


FR 


. 4 = 


Famous Bootmakers Since The Days of The Covered Wagon 


Famous J ET and 


COWBOY BOOTS 


Prompt Delivery from IN-STOCK 


¢ COLOR BISPLAY CARDS 
JET and COWBOY BOOT MATS 


Expertly Prepared RADIO SCRIPTS 


Tie-in T.V. OPAQUES 


For catalog or salesman’s call, write: 


| FREE 


upon 
| request 


v4 
_— “Reg. U.S. Pat, 


JOHN A. FRYE SHOE CO. in Inc. MARLBORO, MASS. 
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Tingley’s Free Retail Stand 
Said to Swell Rubber Sales 


Rauway, N. J.— “We try to sell 
rubbers or boots with every pair of 
back-to-school shoes. That’s why we 
give prominent floor space to the new 
Tingley display stand in both our 
South Norwalk and Norwalk stores,” 
says H. M. Liebreich, president of 
Stuart’s Shoes. 


H. M. Liebreich, of Stuart's Shoes in 

Norwalk, Conn., shown with the Tingley 

Rubber stand that has resulted increased 
sales of rubbers with shoes. 


He reported that many mothers ex- 
amine and handle the rubbers and 
boots shown on top of the stand, and 
that results in their asking questions 
which almost invariably lead to a sale. 

“Best of all,” Mr. Liebreich said, 
“the display was furnished free with 
my fall order.” Other merchants inter- 
viewed reported similar experiences. 

When questioned at the Tingley Rub- 
ber offices here in Rahway, Bill Mc- 
Collum said the retailer response to 
the fall deal was so enthusiastic that 
Tingley decided to reorder several 
thousand more display stands and ex- 
tend the time limit on the free deal. 

Said Mr. McCollum, “Our enlarged 
consumer advertising campaign, add- 
ing farm magazines’ coverage in all 
of the northern states east of the 
Rockies to our program in Parents’ 
Magazine, has stimulated retailer in- 
terest everywhere. Now that our line 
of both rubbers and boots has been 
broadened to meet practically every 
rubber footwear requirement, we fully 
expect to double our sales again this 


Bowman in New Home 


DAVENPORT, IA.—Bowman Shoe Com- 
pany has moved into its new quarters 
in the newly constructed Putnam Cen- 
ter Building, 124 West Second Street. 
The company has operated a shoe store 
in this same block since 1944, and has 
been in a temporary location during 
ecnstruction of its new shop. Clayton 
Schmidt, manager, said the new store 
will feature expanded operations in all 
lines. 
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per cent below earnings of $6,848,000 in 


Backstrand, president, announced in 
the semi-annual statement sent stock- 





Edison Six-Months’ Sales 
Jump More Than 11 Per Cent 


St. Lours—Harry Edison, president 
of Edison Brothers Stores, Inc., has 
announced net earnings for the six 
months ended June 30, 1957, amounting 
to $1,331,065 as compared with $1,187, 
908 for the same period last year. This 
is equivalent to $1.40 per share of com- 
mon stock outstanding and compares 
with $1.24 per share a year ago. 

Consolidated net sales for the six 
months amounted to $47,432,780 as 
compared with $42,589,799 last year, 
an increase of 11.37 per cent. 

The opening of Chandler’s in Chi- 
cago’s Old Orchard Shopping Center on 
March 28 represented the 300th store 
in operation. This compares with 270 
stores a year earlier and 297 at the 
year-end. Twelve additional new stores 
are scheduled to be opened during the 
last half of this year. 

“While the expansion program calls 
for higher inventories and increased 
investments in fixed assets,” Mr. Edi- 
son pointed out, “the company’s finan- 
cial position continues in a high degree 
of liquidity. Inventories are kept in 
line with current needs. Our statement 
reflects cash and short term U.S. Gov- 
ernment obligations of $7,757,675. This 
is $2,479,605 in excess of total current 
liabilities. Long term debts and mort- 
gages since December 31, 1954, were 
reduced by $1,316,785. The par value 
of preferred stock outstanding was re- 
duced by $256,500 during the same 
period.” 

The general business outlook for the 
balance of this year remains decidedly 
on the bright side, Mr. Edison added. 
The company anticipates this year’s 
sales to reach $100,000,000 for the first 
time in its history. 

An increase of nine per cent in sales 
already has been noted for July, first 
month of the second half of the year. 
Sales for July totaled $6,833,102, bring- 
ing the seven-month total to $54,268,- 
594, an increase of 11.07 per cent over 
the 1956 seven-month total. 


Shoe Corporation Registers 
10 Per Cent Retail Sales Gain 


; CoLuMBus, O.—A 10.12 per cent gain 
in retail sales was reported by the Shoe 
Corporation of America in a compara- 
tive statement covering the corporation 
and consolidated subsidiaries exclusive 
of the A. S. Beck Shoe Corporation. 
Sales for the four weeks ended July 
27 were $5,883,306. This compares with 
sales of $5,342,719 for the same period 
last year. Sales for the 30 weeks ended 
July 27 were $43,637,255, a 7.85 per 
cent gain over the $40,461,794 reported 
for the comparable period in 1956. 
There are 642 retail units of the cor- 
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holders. 
P , Both earnings and sales in the second 
poration operating now. This compares quarter were higher than for the first 
with 608 in 1956. quarter of 1957 and slightly above the 
second quarter of 1956. Virtual elimi- 
Net Sales at Armstrong Cork nation of start-up costs involved in 
: bringing the new fiberboard unit at 
Abreast of Those in 1956 aauc cuaaaae into production and 
LANCASTER, Pa.—Net sales of the cost reductions in other areas, com- 
Armstrong Cork Company for the first bined with expanding sales during the 
six months of 1957 totaled $124,391,000, spring months, improved earnings from 
one per cent above sales of $123,289,000 the rate of 4.7 per cent of sales in the 
for the first half of 1956, and net earn- first quarter to 5.2 per cent in the 

ings amounted to $6,152,000, about 10 second. 
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"Ow 35th Year” 


Millions of women made happy with | 


FOOT DEFENDER SHOES 


f 


Cauppet W Frcson’ | 


Build on a solid foundation . . . a steady, ever-growing business with 
repeat customers, substantial profits, no markdowns. Write for details of 
America’s most fascinating success story about women’s comfort shoes. 


WEALTH LAST 


3857—The SELMA Tie 
12/8 Suede Covered Heel 

















All over black suede. 





Braid and keeper trim. 
Six-eyelet tie. 
Long inside counter. 


SIZES IN STOCK 
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MILLER SHOE COMPANY, Inc. | 
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Obituaries 





William J. McCormack 


SyRAcuSE, N. Y.—William J. McCor- 
mack, 80, a former salesman for the 
Nettleton and Bates Shoe Companies, 
died August 9 at his home. 

Mr. McCormack was manager of the 
E. W. Edwards & Son shoe department 
before his retirement in 1955. 

He was a member of the Episcopal 
Church in Brooklyn, the Society of 
Philatelic Americans. He had accumu- 
lated a large collection of stamps. 


Walter T. Scott 


LAMBERTVILLE, N. J.— Walter T. 
Scott, in the rubber footwear business 
for more than 60 years, died recently 
and was buried here. He started as a 
salesman for the Lambertville Rubber 
Company, and for the past 20 years 
was in the New York branch of the 
Servus Rubber Company at 330 Broad- 
way. 

Survivors include a son, George, of 
Springfield; a brother, John, of Chi- 


QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 


features that guarantee their long wear, fine 


fit and genuine comfort. 


They’re espe- 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 


boys’ shoes, you owe it 
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leather boot with 

strap and brass buckle, 
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selling boy's boot that gives you 
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“World's largest independent manufacturer of boys’ welt shoes” 
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cago; and three sisters living in the 
Philadelphia area. 


Jack Sandler 


Boston—Jack Sandler, one of the 
country’s most successful shoe manu- 
facturers, died suddenly at the age of 
59 while playing golf at the Belmont 
Country Club on Sunday, August 11. 
Funeral services were held August 13 
from Temple Ohabei Shalom in Brook- 
line, Mass., with approximately 30 men 
all well known in the industry as 
honorary pallbearers. 


JACK SANDLER 


Mr. Sandler first achieved prominence 
in the industry when he assumed the 
presidency of A. Sandler Company 
several years ago. Subsequently he or- 
ganized and became the active head of 
a number of other companies, among 
them the Sanford Shoe Company, San- 
ford, Me., Sandler Moccasin Company, 
Bangor, Me., the Sandler Harmony 
Company, Harmony, Me., Sandler- 
Goodman Shoe Company, Salisbury, 
Mass., and the Sandlerette Shoe Com- 
pany, Webster, Mass. 

Quite recently, furthermore, and fol- 
lowing the establishment of executive 
and in-stock headquarters in Needham, 
Mass., he acquired the Selby Easy- 
Goers line from the Selby Shoe Com- 
pany, and organized another company 
to manufacture and sell it to the retail 
trade. Sandler affiliates are operating, 
also, in Australia, Canada, Israel, Eng- 
land and France. 

Active in trade association work, Mr. 
Sandler was a past president of the 
Boston Boot and Shoe Club, a director 
of the New England Shoe and Leather 
Association and a member of the 
women’s style committee of the Na- 
tional Shoe Manufacturers Association. 
He was also a member of the Masonic 
order and held memberships in both 
the Belmont and Palm Beach Country 
Clubs. His home was at 411 Dudley 
Road, Newton, Mass. 

Mr. Sandler is survived by his widow, 
Mrs. Ethel] Sandler; a daughter, Mrs. 
Joseph Bloom; and two brothers, Sam 
and Max, both associated with him in 
the businesses he had built up. 
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About Shoe People 





The Kissimmee (Fla.) Shoe Center 
has been opened in the Davis Building 
under the management of Jack C. 
White. Mr. White, a native of Houston, 
Mo., is a veteran in the shoe business. 
For 11 years he was in shoe business 
in St. Louis, and for the past three 
years operated his own store in Hous- 


ton. 
ok ok 


Joseph Livingston has been ap- 
pointed assistant manager of the Walk- 
Over Boot Shop on Central Avenue, 
St. Petersburg, Fla. The announcement 


Open toe sandals for both men and 
women are the trend in Europe, accord- 
ing to Lt. Col. Morton Hack, vice-presi- 
dent of the Ripple Sole Corporation, 
who just returned from abroad. He 
spent four weeks in Europe negotiating 
with several rubber firms interested in 
manufacturing Ripple soles. 

The Detroit shoe executive observed 
that, while shoe styles varied from 
country to country, many wore open 
sandals, particularly in Italy and 
France. 

“In England,” he said “a large per- 


centage of men’s and women’s shoes 
are being made with thick rubber soles, 
possibly because of the damp climate. 
There are many heavily constructed 
shoes for men.” 

Colonel Hack reported that agree- 
ments were drawn up with English and 
Italian rubber companies to manufac- 
ture Ripple soles exclusively in their 
respective countries. 


ease 


Gordon Evans, president and general 
manager of Lewis & Reilly, Inc., shoe 
concern in Scranton, Pa., has been ap- 
pointed a member of the Scranton Re- 
development Authority. He has been 
a member of the Scranton Parking 
Authority since 1953. 


is made by Fonda Jackson, owner. A 
native of Maryland, Mr. Livingston 
formerly managed the Pettrey Brothers 
Shoe Stores at Clarkeburg, Fairmount, 
Morganton and Graffton, W. Va. For 
the past three years he has managed 
the shoe department of the George 
Muse Clothing Company, Atlanta. 
ee ae 

Barrar, M:Cray and Trick, a men’s 
furnishings firm in downtown Dayton, 
O., has announced an expansion pro- 
gram which will include addition of 
hat and shoe departments. The store 
will have about 2,000 more square feet 
of floor area. Members of the firm are 
Irv McCray, Mark Barrar, and Norman 
Trick. 

a * ok 

Joseph Knox, shoe store owner in 
Warren, O., and former Warren Civil 
Defense director, has been named direc- 
tor of supply and finance for the Trum- 
bull County Civil Defense Agency. 


Hs. Bios 


Why change it with 
hard, stiff soled shoes? 


ees You're at the fitting stool. Mother is comparing 

Expansion of the Holden-Reid men’s quality, price and features of shoes for baby. 
store at Frandor Center in Lansing, Take baby’s foot in your hand . . . flex it, bend 
Mich., to twice its present size, with it . . . and describe the intricate balance of 
space for the inclusion of a shoe de- bone, muscles, tendons and cartilages all 
en fecal gig ig Pa Pa working together to support the entire baby 
Reid. Mr. Holden and Mr. Reid opened pea, and still be as flexible as only a foot 


the firm in the shopping center, No- 
vember, 1955, after both had been em- Tell her about Buntees, the baby shoe 
ployed at J. L. Hudson’s in Detroit. that lets the foot do the walking .. . 
follows (never forces) baby’s natural 
walking action .. . allows little toes to dig 
in—grip and grasp as nature intended. 
Remind her that Buntees are hand-lasted 
... they have a one-piece vamp. . . are 
constructed like her own genuine mocca- 
sins, unsurpassed for comfort for more 
than 2,000 years . . . but better for baby 
because they yield and “give” with the 
action of walking . . . allow true expres- 
sion to tiny developing baby feet. 


The F. F. Gregory Shoe store, oldest 
retail store in Hudson, Mich., has been 
sold to Clair Rolston. Mr. Gregory has 
been associated with the store for 37 
years. 


* ok tk 


Seven veteran employes of Rodder’s 
Mademoiselle and Rodder’s Shoe Com- 
pany in Fresno, Calif., were honored 
at a store meeting. Frank Mathey, the 
manager of the shoe department in the 
women’s apparel store received a 25 
year diamond pin and an all expense 
paid trip to Hawaii. 

The presentation was made by A. L. 
Rodder, the company president. Other 
20 year employes honored were Jack 
Jackman, Mrs. Minnie Coates and Mrs. 
Nellie Thiele, of the Fulton Street store, 
and Laramor White, manager, and 
Louis Cousins and Anne Waseen. 


hailed 
OCCASINS 


. . first name 
in first shoes. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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Baker’s Faith in Downtown 
Prompts Ten-Year Lease 


St. Lovis—Baker’s Shoe Store, 130 
West Federal St., Youngstown, O., has 
signed a lease for 10 additional years 
at its present location. 

Announcement of this was made by 
Ode Winkler, regional manager for 
Edison Brothers, who added, “There 
will always be a downtown. The great 
majority of Edison Brothers stores are 
in downtown locations, and where ever 
possible we will remodel to keep our 
downtown stores modern and up-to- 
date.” 


The Youngstown store, opened in 


Jingle-Bell 
. with real bells that 
jingle at every step 


Tee-Vee 


... with picture in 
plastic TV screen 
that can be changed 
to child's favorite! 


Terry 
... tubable terrycloth 
with snug ankle fit. 


New York 
628 Marbridge Building 
Dallas 
590 Merchandise Mart 
Los Angeles 
756 South Broadway 
Seattle 
224 Terminal Sales Building 
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1934, will be completely remodeled, with 
work to be started January 2, 1958. A 
new facade, a new interior and new 
appointments will give it a contempo- 
rary look. Stock space also will be en- 
larged to carry a larger selection of 
shoes. 


Shoe Man Helps ‘Travelers’ 


NEw York — Alexander L. Baris, 
president of the Baris Shoe Company, 
Inc., has accepted the appointment as 
chairman of the Boot and Shoe division 
of Travelers Aid Society of New 
York’s 52nd Annual Fund Drive, it was 
announced by John R. McGinley, gen- 
eral chairman of the drive. 


slippers to 
make fall 
and 
holiday 
selling 


Send for 
Trimfoot’s new Fall and Winter Catalog, 


e including Walt Disney Character House 
Shoes to*retail for $2.98! 


e plus America’s fastest selling slippers 


SIZES FROM INFANTS’ 3 TO MISSES’ 3 
RETAIL FROM $1.98 UP 


COMPANY 





Trimfoot Terrace *« Farmington, Mo. 


Block Shoe Stores 
Appoint District Supervisor 


SEATTLE—Melvin L. Freeman has 
been appointed district supervisor for 
the Block chain, and will work out of 
Portland, Ore., it was announced by 
Robert J. Block, president of Block 
Shoe Stores. 

Mr. Freeman was formerly as- 
sociated with Berland Shoe Stores and 
until recently was with Freeman Shoe 
Stores in Fresno, Calif. 


MELVIN L. FREEMAN 


Mr. Freeman’s appointment is part 
of the new organizational structure at 
the store level under the direction of 
Murray G. Lowenthal, recently ap- 
pointed director of store operations for 
the Block chain. 

Block Shoe Stores operate 43 stores 
in the states of Washington, Oregon, 
Idaho, Montana, North Dakota, and 
South Dakota, and are a wholly owned 
subsidiary of Shoe Corporation of 
America. 


Opens Leased Department 


DetroIt—David M. Applebaum, De- 
troit shoe man, is opening a new leased 
department in the new Halls’ Whole- 
sale Department Store at 4875 East 
Eight Mile Road in suburban Warren, 
Mich. 

The new unit will be a family type 
shoe operation in the store, which is 
part of a department store chain. The 
leased shoe department will be operated 
as Hall’s Shoes, Inc., headed by Mr. 
Applebaum. 

He is also president and chief stock- 
holder of Central Shoe Outlet, Inc., at 
13022 East Jefferson Avenue, Detroit, 
having bought out the interest of Nor- 
man Halberg and Daniel Feldman in 
that store some time ago. 


Shoe Firm Incorporated 


OmMAHA—Merrick Shoes, Inc., of Sid- 
ney, Neb., has filed articles of incorpo- 
ration. The firm proposes to do busi- 
ness as a wholesale and retail footwear 


dealer. Authorized stock is 


$25,000. 


capital 
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Trade Literature 





Gotham Issues Winter Catalog 
On In-Stock Athletic Shoes 


COTHAM 


tilletic 7 


Vee Shales 
B puberty 
Lith League S hod. 
Majorette Book 
Roller Shale, 


COTMAM SHOE MPG. €0., In. Binghomtan, New Yert 
This is the in-stock catalog of the 
Gotham Shoe Manufacturing Company, 
Inc., of Binghamton, N. Y., issued to 
cover Winter 1957-1958. The descriptive 
brochure, with illustrations, presents the 
Gotham complete line of athletic foot- 
wear, from bowling shoes to golf, skat- 
ing, Little League shoes, and the like. 





Endicott Johnson Issues 
Booklet for Shoe Salesmen 


Endicott Johnson has released a most 
informative and attractively printed 
booklet designed to be of use to retail 
shoe salesmen. 

After a welcoming preface that sells 
shoe selling to the prospective sales- 
man,. the booklet stresses the impor- 
tance of properly fitting shoes to 
health. 

Endicott Johnson thereafter deals, 
under separate headings, with elements 
of salesmanship to “make your job 
easier.” 

These are (1) Know Your Stock, (2) 
Keep Your Store in Order, (3) Study 
your Merchandise for “Selling Points, 
and (4) Always Know What is in the 
Windows. 

Other sections touch on appearance, 
personality, measuring the foot, striv- 
ing to get the customer to make a de- 
cision, showing related merchandise 
and showing children’s shoes. 


Book on Materials Handling 
Illustrates Procedure Detail 


Materials Handling Equipment, by 
D. Oliphant Haynes. 636 pp., illus- 
trated. Chilton Company, Philadelphia. 
$17.50. 

Materials handling is one of the few 
places left where competitive operat- 
ing economies can be effected. For this 
reason the materials handling engi- 
neer has become a vital part of man- 
agement. 
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This book, which is intended for com- 
pany executives, salesmen, etc., gives 
a graphic presentation of materials 
handling equipment. It shows specifi- 
cally how each piece of machinery func- 
tions and what it actually does. There 
are more than 2200 line drawings made 
especially for the book. They illustrate 
the basic internal parts, showing not 
only the exterior, but also the internal 
construction materials handling equip- 
ment. 

The book is divided into seven sec- 
tions: Transporting, Elevating, Convey- 
ing, Transferring, Self-Loading, Bulk- 


Handling and Accessory Equipment. 

Each of these sections is in turn 
broken up for detailed examination. 
For example, under section one, Trans- 
porting Equipment, there are six chap- 
ters: Truck-Towing Conveyors, Hand 
Trucks on Rails, Industrial Railroads, 
Industrial Hand and Platform Trucks, 
Powered Industrial Shop Trucks and 
Trackless Trains. The other sections 
are detailed in the same way. Many 
operating diagrams are included among 
the drawings. 

The author is an_ internationally 
known consulting industrial engineer. 
He is the author of more than 100 ar- 
ticles on materials handling and he 
has lectured widely on the subject. 

The book is indexed. 
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WHOS WHO in Shoes..by FREEMAN 








LESLIE A. 


bil 


SPRINGFIELD, hk. 


ya Q0ES A FIME JOB OF SELLING ‘ 
AND KEEPING CUSTOMERS SOLDAT MYERS EROS. co 


WCE, FOR A816 ORGANIZATION ME SECURED 
(wily FREEMAN HELP) 200 PAIRS OF UNIFORM SHOES 
/N THREE WEEKS TIME AND HAS BEEN GETTING 
REPLACEMENT BUSINESS EVER SINCE. 


Hes a Mason ¢ memsce or rue Autercan ¥ ry 
LEGION. fh OU OF MIS FAMILY... WIFE, DAUGMTER, 
ANWO TWO GRANDCHILOREN. 


Has BEEN /N THE SHOE BUSINESS FOR 
¢/ YEARS AND FOR MORE THAN A QUARTER 





CENTURY HAS SOLO 
WowotRPUL FECLING 


pe ae 


s Hoes FOR MEN 


~R 





UNIQUE + IRVANA 
LUXTAN + UNIBUC 


ONYX + UNIGLOVE 
FEATHER LEATHER 


FINE UPPER LEATHERS anp SPLITS 
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FROM OUR THREE TANNERIES 


Says Family Store Operation 
Needs Good Fit, Friendliness 


LOVELAND, CoLo.—Merchandising in 
a small town shoe store can be defined 
in only one way, says William Vincent 
Gentry, a shoe retailer for almost 40 
years. That method is in friendly treat- 
ment of customers and careful fit. 

“If you don’t have repeat business in 
a small town, then you’re out of busi- 
ness,” Mr. Gentry said. “Treatment of 
customers in a town this size (10,000 
population) is different than that in a 
metropolitan area. In the first place, 
families come in together to buy shoes; 
a family shoe store is the only answer. 
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140 BEACH STREET, BOSTON 


PEABODY, MASSACHUSETTS, HARTLAND, MAINE 


MASS. 


Second, watch your pricing and keep in 
the more popular price ranges. Large 
families out here today cannot afford 
any but popular-priced shoes. That’s 
why our men’s shoes range from $7.95 
to $19.95; women’s, from $12.95 down. 
We found our children’s prices were 
too high, so we’ve scaled them down, 
too, to keep our large family customers. 

“A friendly hello on the street to 
your customers, calling them by name; 
local paper advertising, direct adver- 
tising when you put on your clearance 
sales and special promotions are our 
best means of building trade. That, 
and careful friendly fit. Moreover, my 
son-in-law, Jay C. Daniels, is assistant 


manager, and has a personal interest 
in the store. So he, too, plays for the 
repeat customers.” 

Since Loveland is a tourist town in 
summer, the gateway to Big Thomp- 
son Creek Canyon and Estes Park, a 
successful shoe merchant puts in a 
large and varied line of summer and 
casual shoes. Windows are made espe- 
cially enticing, Mr. Gentry said, for 
the summer tourists “who are con- 
stantly looking for bargains and also 
find they need more play shoes and In- 
dian moccasins for the mountains. 
Tourist trade is usually gravy to shoe 
retailers and it’s a smart shoe man in 
a tourist town who plays up to them.” 

Mr. Gentry bought the vacant build- 
ing on Loveland’s main street, remodel- 
ed it and opened it as a family shoe 
store 10 years ago. Gentry’s Shoe Store 
today is known throughout the area. 
Heat, he said, drove him to Loveland, 
from Neodesha, Kan., where he had op- 
erated his own family shoe store for 
23 years. Mr. Daniels joined him nine 
years ago here. 


National Shoes, Inc., Opens 
Large Unit in Trenton, N. J. 

NEW YORK Nati s, Inc., 
has opened one of the largest shoe 
stores in New Jersey at 137 East State 
Street, Trenton. 

A three-day gift festival heralded the 
grand opening. The new unit will re- 
place a former location at South Broad 
Street held for more than 20 years. 

This new location has a store front- 
age 40 feet wide, which permits the 
arrangement of four individual display 
windows providing a concentration for 
women’s fashion shoes, “debbie” casual 
and sports shoes and children’s shoes, 
as well as men’s and boys’ shoes. 

Gifts to customers during the open- 
ing celebration included handbags, 
nylon hosiery, Esquire Travy-Ler Shoe 
Shine kits, Spalding baseball bats, 
official Spalding softballs and stuffed 
dolls. 


Perugia ‘Three-in-One’ Shoe 
Nominated for Hess Award 


The three-in-one shoe made by designer 
Andre Perugia for |. Miller of New York 
City was nom‘nated for an award in 
the 6th annual Hess Brothers Versatility 
in Design and Use Contest. The pump 
with changeable heels can be worn in 
the afternoon as well as the evening. 
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Experimenter Finds Conductive Shoe Sole 





Special Conductive Footwear to Meet Regulations for Hospital Wear 
As Approved by College of Surgeons Being Made Available This Month 


PortsMoUTH, O.—Experiments which 
covered five and a half years have 
ended in success as John L. Snook, 
head of John L. Snook Company, manu- 
facturers of Antioch. footwear, an- 
nounced a 100 per cent satisfactory 
sole material is now available for con- 
ductive footwear. 

Mr. Snook said his firm will have 
ready for the retail market, conductive 
shoes designed for professional women 
in hospital operating rooms, after a 
series of tests. The same type of 
material is to be available in shoes for 
men this month. 

Hospitals today are making use of 
conductive flooring to assure safety of 
patients and staff. Mr. Snook said this 
expense is of no value unless each per- 
son in such areas wears shoes which 
cannot conduct accumulated static from 
the body to the floor and then to the 
ground. 

Making use of combustible anaes- 
thetic agents such as cyclopropane is 
risky because these agents form flam- 
mable mixtures with air, oxygen or 
nitrous oxide. Such mixtures, often, 
are violently explosive because they can 
be touched off by static electricity. 

Regulations adopted by the American 
College of Surgeons, American Hospi- 
tal Association and the Veterans Ad- 
ministration, say these anaesthetizing 
agents may be used only under certain 
conditions. Of particular interest is 
the requirement that “all personnel and 
visitors in anaesthetizing locations,” 
shall wear conductive shoes which 
“shall have been tested on the wearer 
each time they are worn and found to 
be satisfactorily conductive.” 

After consultation with the National 
Fire Protective Association Mr. Snook 
set to work to find a conductive sole 
material which would meet every re- 
quirement. Various types were tried, 
including pieces of metal in the sole 
and heel and one experiment made use 
of particles of aluminum but was cast 
aside as not meeting requirements of 
the objective. While some were found 
which could be used, each embodied a 
drawback of some kind, such as not 
being durable or pliable. 

Martin Berkson and the U. S. 
Leather Products Company worked 
with Mr. Snook in the experiments 
until a leather was produced which ful- 
fills every requirement desired. This 
sole leather product is to be held ex- 
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clusively for the Snook firm, it was an- 
nounced by Mr. Snook. 

Beside using the material for a full- 
welt sole, a lift of the same is used 
for the heel with copper nails through 
the heel completing the conductive 
scheme from the body to the floor. 

Mr. Snook said this construction 
permits wearer to stand either on ball 
of foot or heel or both and still have 
contact at all times. 

The Antioch shoe is lined while 
numerous others do not have lining. 
Inner soles also are made from the 
conductive material with a treatment 
designed not to cause discoloration of 
hosiery. The fabric vamp lining ab- 
sorbs perspiration during wear and re- 
leases it when shoes are off the feet. 
Upper leather is durable elk and 
pliable. Plain toes without decorative 
stitching or seams make a shoe easy 
to clean. 

Affiliates of the Snook firm will man- 
ufacture the stock shoes with those for 
women made by Adams Bros. of Pitts- 
field, N. H., while those for men will 
be made by Frank Noone Shoe Com- 
pany of Rockland, Mass. 

Price range for women’s shoes will 
be from $8.95 to $9.95 and for men 
from $12.95 to $14.95. 


Jim Cunningham Returns 
To Staff of R. J. Potvin Shoe 


Jim Cunningham, whose return to the 
R. J. Potvin Shoe Company staff was an- 
nounced. He will represent both the 
Buntees hand-lasted moccasin line and 
the |. Sabel pre-walker Equino-varus 
and Surgical shoes in the company's 
Mid-Atlantic States territory. His home 
is in Westchester, Pa. 


William G. Quinn Named 
Vice-President, Ranger Boot 


DALLAS, TEX.—The appointment of 
William G. Quinn as vice-president and 
general factory manager of the Range 
Boot and Shoe Manufacturing Com- 
pany, Terrell, Tex., was announced by 
J. A. Williams, president. 

The Ranger Boot and Shoe Manu- 
facturing Company is the manufac- 
turing division of the Lone Star 
Boot Company, distributors of medium- 
priced cowboy and western boots, with 
headquarters in Dallas. 


sb? 
WILLIAM G. QUINN 


Prior to joining the Ranger Boot 
organization, Mr. Quinn worked for 
the John A. Frye Company for 25 
years, ten of them as factory superin- 
tendent of the company’s operations in 
Marlboro, Mass. For the past two years 
he was a partner in the Q & D brand 
of cowboy boots until the recent dis- 
solution of that partnership. 

The Lone Star Boot Company, a re- 
cently organized selling division of the 
Ranger organization, offers a complete 
line of cowboy and western boots re- 
tailing from $4.95 to $12 in the chil- 
dren’s line and from $12 to $30 in the 
adults’ line. 


General Tire Names Norris 
Manager of Marion Division 


AKRON—Appointment of Edwin A. 
Norris as general manager of The Gen- 
eral Tire & Rubber Company’s Marion, 
Ind., division was announced by M. G. 
O’Neil, executive assistant to the presi- 
dent and vice-president. 

As general manager, he will super- 
vise the entire operation at Marion. 
Both Robert Wilbur, general sales man- 
ager, and A. L. Herrick, factory man- 
ager, will report to him. 

General’s new Polyfoam urethane 
foam is produced at the Marion plant 
as well as a wide range of plastics- 
reinforced fiberglass products. 

Prior to joining General Tire three 
years ago, Mr. Norris was associated 
with the Port Clinton division of the 
Standard Products Company as gen- 
eral manager. Earlier, he was factory 
manager for the Acushnet Process 
Company at New Bedford, Mass. 





Goodrich-Hood Rubber Show 
1958 Canvas, Casual Lines 


WATERTOWN, Mass.—B. F. Goodrich 
Footwear Company and Hood Rubber 
Company, both divisions of The B. F. 
Goodrich Company, have introduced 
their 1958 canvas and casual lines 
“most optimistically,” according to John 
C. MacKinnon, newly-appointed gen- 
eral sales manager of the Footwear 
and Glove divisions. 


Two identical twin models in casual at- 
tire added interest and atmosphere to 
the recent joint meetings of the B. F. 
Goodrich-Hood sales organizations at 
which their new 1958 lines of Sun-steps 
casual shoes and “P-F" canvas shoes 
were presented. Model at left wears 
the Sun-steps “Antigua,” while her twin 
sister features the “Calypso.” 


This optimism, he said, is based on 
the styling of next season’s Sun-steps 
and “P-F” lines and on the new retail 
sales record achieved during the season 
just past. This sales increase, he said, 
has resulted in extremely low dealer in- 
ventories. 

Tapered toes and the new closed-up 
look are features of the Sun-step line, 
he pointed out, adding that there will 
be styles and colors to suit both large 
and small retailers. 

“Our “P-F” canvas shoe line,” said 
Mr. MacKinnon, “has been improved 
and expanded, with more shoes avail- 
able in S-width. One of the highlights 
is the Europa, a style which captures 
the mood of a very popular European 
bicycle shoe. Another new feature is 
the Estron-lined circular vamp ox- 
ford.” 

Showing of these two lines, plus 
presentation of advertising and sales 
promotion plans, took place at three 
meetings, one in the Belleve-Stratford 
Hotel, Philadelphia; another in the 
Edgewater Beach Hotel, Chicago, and 
a third in the St. Francis Hotel, San 
Francisco. 

Presiding was James S. Barrie, vice- 
president, sales. He was assisted by 
Charles M. Campion, manager, Hood 
footwear sales, and Ralph F. Little, 
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manager, B. F. Goodrich footwear 
sales. 

Advertising and sales promotion 
plans were presented by Paul N. Swaf- 
field, manager of advertising, and 
James A. Aldred, manager of sales 
promotion. During next spring a fea- 
ture will be the continued sponsorship 
of a portion of the Mickey Mouse Club 
on the ABC-TV network. Point of 
sale helps will be built around Walt 
Disney favorites and Swifty Flyer, fa- 
mous “P-F” canvas shoe television car- 
toon character. 

Feature of the three sales meetings 
was the modeling of the new lines by a 
pair of identical twins. 


Tewksbury Elected Director 
Of Donovan Industries 


NEw YorK—James Donovan, presi- 
dent of Donovan Industries, has an- 
nounced the election of Theodore L. 
Tewksbury to the company’s board 
of directors. The election increases the 
board membership from four to five. 


OM 


THEODORE L. TEWKSBURY 


Mr. Tewksbury, president at one 
time of the Northwestern Leather Com- 
pany of Boston, will also serve the 
company as general sales consultant, 
according to Mr. Donovan. 


Torrington Names Schwarze 
Sales Representative 


TORRINGTON, CONN.—The Torrington 
Company announces the appointment 
of E. Paul Schwarze as a sales repre- 
sentative of the company’s New York 
branch covering southern New England 
and parts of Long Island. 

A native of Newton, New Jersey, Mr. 
Schwarze is a graduate of Blair Acad- 
emy and the Philadelphia Textile In- 
stitute, where he majored in textile en- 
gineering. Prior to joining The Tor- 
rington Company, he was employed as 
a technical sales representative with 
the Sauquoit Silk Company of Scran- 
ton, Pennsylvania. Mr. Schwarze is 
also a past president of the Philadel- 
phia Alumni Chapter of Delta Kappa 
Phi, the textile fraternity. 


Committee Forms to Recruit 
Trained Men for Tanning 


LOWELL, MAss.—The tanning indus- 
try needs a continuing supply of tech- 
nically trained young men and the Ad- 
visory Committee of the Department 
of Leather Engineering of Lowell 
Technological Institute has set out to 
help fill this need. 

At the committee’s annual meeting 
the group organized what is to be 
known as the Leather Engineering As- 
sociates of the Institute. 

Their job will be to solicit the active 
support of tanners for the work being 
done by the Institute. Plans have been 
announced to give all members of the 
Tanners’ Council information on the 
facilities and program of the Leather 
Engineering School. 

Part of this program includes the 
addition of guest lecturers recruited 
from the tanning industry to supple- 
ment the regular teaching program. 
New machines are to be_ bought 
and additional laboratory equipment 
installed. 

The Lowell Technological Institute 
is said to be the only school in the 
country which offers high school stu- 
dents a course in leather engineering. 
The four-year course leads to a degree 
of Bachelor of Science in Leather En- 
gineering. 


Gro-Cord Rubber Appoints 
St. Louis Representative 


Lima, O.—Gro-Cord Rubber Com- 
pany has appointed John I. Williams 
as its sales representative to call on 
shoe manufacturers in the St. Louis- 
Nashville area, according to an an- 
nouncement by Forest Moor, president. 

Mr. Williams, who has more than 


JOHN I. WILLIAMS 


11 years’ experience in the sales of 
rubber products, will represent both 
the Gro-Cord line of workshoe soles and 
heels and the Alfred Hale line of cas- 
ual shoe soles and heels. His past ex- 
perience includes the operation of the 
John I. Williams Company sales or- 
ganization. 

Mr. Williams will maintain his office 
at 1600 Locust Street, St. Louis. 
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John Foote Names Manager, 
Presents New In-Stock Line 


BROCKTON, MAss.—The John Foote 
Shoe Company, has named William 
Regenauer regional sales manager. The 
new executive is widely known in the 
New York footwear business, since he 
was metropolitan New York area rep- 
resentative of the Jarman Shoe Com- 
pany for 10 years. 


WILLIAM REGENAUER 


Prior to this he was, for five years, 
regional shoe merchandise manager for 
Montgomery Ward’s Eastern division. 
His responsibilities covered the area 
from Maine to Florida, and from the 
East Coast to Pittsburgh. 

Before this, Mr. Regenauer also was, 
for a period of five years, in charge of 
Freeman Shoe Corporation’s retail op- 
erations. Most recently he was con- 
nected with the E. E. Taylor Corpora- 
tion in the capacity of divisional sales 
manager. 

The John Foote Shoe Company has 
recently acquired a new management 
team headed by Charles R. Armey, 
president. It announced the introduc- 
tion of a new “in stock” line of men’s 
footwear guaranteeing prompt ship- 
ment of unbranded shoes. 

Known as the “O Nine-Hundred Se- 
ries,” the in-stock collection includes 
plain toe bluchers and wing tip classics 
ni Horween’s shell cordovan, imported 
French calfskin, Saxon’s #551 calf- 
skin and Martin’s Albion grain. 

Special highlights are a Skeet Boot 
and a Wellington Boot, two new de- 
signs featuring “easy-tread” rubber 
Ripple soles. 

All shoes are leather lined and have 
bound tops, and leather heels with in- 
serted stee] plates. They are welted 
around the heel. Each pair is shipped 
in individual shoe socks. 


Shoe and Leather Industry 
In Maine Used Most Workers 


BostoN—In 1956, Maine manufac- 
turers of leather and leather products, 
including shoes, employed more workers 
than any other manufacturing indus- 
try in that state. An analysis by the 
New England Shoe and Leather As- 
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sociation of the 1956 Census of Maine 
Manufacturers shows that the total 
number of employes in those industries 
was 21,191. This represented 20 per 
cent of all industrial workers. Their 
gross wages totaled $57,143,409, which 
was 15 per cent of the state’s indus- 
trial wage total. The value of the 
product made was $179,949,044, or 13 
per cent of the state’s industrial pro- 
duction value. 

Workers engaged in the manufac- 
ture of shoes totaled 18,810 and their 
gross wages were $50,333,198. 

“Maine,” comments NESLA, “now 
ranks as the fifth largest shoe produc- 
ing state in the country.” 


Superintendent Transferred 


St. Lours—Forrest G. Crews, former 
superintendent of International Shoe 
Company’s Anna, IIl., wood heel plant, 
has been transferred to St. Clair as 
superintendent of the stock fitting and 
wood heel plant. 

John Stockman, who has assisted in 
the St. Clair operation until recently, 
has returned to his former duties as 
production quality roadman with the 
women’s manufacturing division. 

Mr. Crews started his career with 
International in 1932 as_ shipping 
clerk. 
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As her husband and daughter look on, Mrs. J. B. Ashcraft Ill of Harlingen, Tex., 
receives the Justin Highlander Boot prize during the opening observance of 
Mercill's Store in Jackson, Wyo. 





A. Werman & Sons Promotion 


BrRooKLYN, N. Y.—A. Werman & 
Sons, Inc., manufacturers of children’s 
shoes, announced the appointment of 
Harold Werman, vice-president in 
charge of sales and merchandising. Mr. 
Werman’s duties will include in-stock 
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and make-up operations as well as styl- 
ing and coordination of sales. 

He has been associated with A. 
Werman & Sons, Inc. since 1939, serv- 
ing as sales representative. In addition 
to his new position, Mr. Werman will 
continue to service his accounts in New 
York, Pennsylvania and Chicago. 


Leather Man Made President 
Of Shoe Trades Group 


St. Louis — W. P. Erhart, Erhart- 
Peterson Leather Company, was elected 
president of the St. Louis District Shoe 
Trades Association, at the organiza- 
tion’s regular monthly meeting. 

Other officers elected for the coming 
year are W. C. LaRue, Jr., Sports Spe- 
cialties Shoemakers, Inc., vice presi- 
dent; Paul E. Johansen, Valley Shoe 
Corporation, vice president; Robert P. 
Eberlein, Robert P. Eberlein & Com- 
pany, treasurer; and Dwight W. Coul- 
tas, Coultas Shoe Manufacturers Sup- 
plies, secretary. 

The newly elected officers served and 
presided at the twelfth annual sum- 
mer outing held this year at Norwood 
Hills Country Club. 


Leon Levin Starts Own Plant 


Los ANGELES—Leon Levin, for many 
years representative of the Fern Shoe 
Company, has left that concern. He is 
opening his own factory, here in Los 
Angeles, and will specialize in women’s 
novelty and high fashion shoes. Plant 
will start operation any day and will 
be in full swing to meet fall. commit- 
ments. Mr. Levin will do his own de- 
signing, based on his years of expe- 
rience in the industry. 
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Earl Bevins Sales Manager 


For Grinnell Shoe Company tea. 
GRINNELL, I[A.—Ear] Bevins has ac- Thuse Precio 
cepted the position of sales manager 
for Grinnell Shoe Company, the firm 
announced. 

He is a former salesman for the 
company, having traveled the states Need the FLEXIBILITY-PLUS 


of Michigan and Indiana for the past found in 


11 years. 
MRS. pr 


BABY SHOES 














Just a timely reminder to the Buyer, pointing out that 
more of the values mothers look for in baby shoes 
are found in IDEALS. That is why mothers have 
trusted them for 55 years. As one example, take 
FLEXIBILITY, so necessary in infant footwear. 


Flexibility is given paramount consideration in the 


EARL BEVINS JAMES H. DIAL 
Mr. Bevins has had a number of Style No. 380 making of IDEALS because, as exclusive baby shoe- 
years experience fitting and selling Witie Bik Lace Sect, Comes makers, Mrs. Day’s Ideal Baby Shoe Co. believes 
shoes at the retail level, and owned and omg omega wile that nothing exceeds Flexibility in importance during 
—— af shoe store in Elkhart, Ind., the period bones in tiny feet are forming. 

or some time, 


James H. Dial has replaced Mr. 
Bevins in his former territory. He has MRS. DAY’S deal wary SHOE CO., INC. 
traveled in Michigan for about 20 years DANVERS, MASSACHUSETTS 
71 WEST 35TH ST. 924-A MERCHANDISE MART 6-104 MERCHANDISE MART 


as a shoe salesman and 18 very well NEW YORK 1, N Y. CHICAGO 54, ILLINOIS DALLAS, TEXAS 
known in the territory. 


Hall Named E J Supervisor The Label with You get 

ENpicott, N. Y.—W. Howard Hall = 
has been appointed supervisor of the LONG MARK-UP 
production planning department at 2 aac eg 
Endicott Johnson Corporation here. He Fase TOP QUALITY 
formerly was in charge of shoe costing —— 
for Endicott plants, and was an assis- ae and fast 


tant to Raymond A. Mills, vice-president : < : $ IN-STOCK 


in charge of production. Mr. Hall joined 
the company in 1929. : 4 | SERVICE 
M. Duane Payne has been appointe : | j 

administrative peo ch to Linda Stan- ne . when you 
ford, auditor. Mr. Payne joined the ed grou : switch to... 
company in 1941, and has worked in wy Be : 

the heel unit office and as a cost ac- 
countant. 




















Berland Shoe Holds _—_— 7 : pte EXTRA LONG WEAR 


WITH COMFORT TO SPARE 


Week-Long Conference @ Behind this Angora* 


St. Louis — Twelve district super- Calfskin label... behind 
visors of Berland Shoe Company met every B tt label 
in the company’s headquarters office in ay Saare ati 
St. Louis recently for a week-long sales stand years of experience 
session. This was the first such na- in producing outstanding 
tional conference held at Berland since leathers. Want the very 


— a cream of calfskin— Style U1142 
ave Spivak, recently promoted to smoothest, supplest—for . EEE 6/12 


the position of personnel director, pre- 4 
sided over the conference. fine shoes? Look for this 


Extra emphasis was placed on Ber- Angora* hallmark! 
land’s new line of men’s shoes, named 
“Roy King” to accompany the firm’s “trade mark 
women’s brand, “Kay King.” Berland > 
Shoe Company, a division of General BARRETT & COMPANY, INC. 
Shoe Corporation, operates family shoe NEWARK, NEW JERSEY 
stores in shopping centers as well as é Write to: Cedar-Crest Shoe Company, Dept. 901 
women’s stores in downtown areas. Neshvilig” Cae shee Corperanen 
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SELL THEMSELVES! 


Water and acid resistant oil retan foot 
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No. 9250 


Black, same as 9200 but 
made with broad roomy Engi- 
neer toe and logger heel. 
Sizes 2 thru 6 only, 
“D"’ widths. 

COST TO YOU. 


No. 9100 
Black, same as 9200, except 
in soft, pliable Elk. 

COST TO YOU 

Sizes 10 thru 3— $4. 20 


Sizes 3¥2 thru 6—$5.35 
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PLASTIC HANDLED BRUSH 
IN ASSORTED COLORS 
leather 
this 
every trace of dust, dirt and grime with- 
out harm to the shoe. 
keep shoes looking new. 


STOCK NO. 307 
$4.50 Dozen 
$51.30 Gross 


and fabric shoes 
brush. Removes 


Special bristles 


LADIES PURSE SIZE BRUSHES 
STOCK NO. 313 

$2.60 Dozen 

$29.65 Gross 


Sell with each pair 
of shoes. Packed 
3-dz. to a display 
carton. Retails at 


ORDER BY MAIL 


FAST SELLING—SIG PROFIT QUALITY LINE 


SCOTT 


FOOT APPLIANCE CO. 
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NEBR. Write for Complete Catalog 





Freeman Shoes sethine 1 in Maison Blanche 
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Photo shows the arrival of the first consignment of Freeman shoes for men at 


Maison Blanche in New Orleans. 


Maison Blanche has been called one of the most 


prominent department stores in the South, operating in four strategic locations. 





International Appointments 
St. Louts—International Shoe Com- 
pany announced two new appointments 
to supervisory posts in its Searcy plant. 
Jimmie R. Gowler was named a man- 
ufacturing department representative. 
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He had been a foreman trainee at the 
Searcy plant since 1951. Wilbern H. 
Lawrence, formerly a foreman trainee 
in the packing department, has been 
promoted to foreman in that depart- 
ment. 


Norrell Joins Brown Shoe’s 
Life Stride Division Sales 


St. Louis—Robert D. Norrell has 
joined the sales force of Life Stride 
division of Brown Shoe Company. He 
will represent that division in the 
Kansas-Colorado territory. 


ROBERT D. NORRELL 


Mr. Norrell, 37, makes his home in 
North Little Rock, Ark. He has been 
associated with the shoe business since 
1939, serving as sales representative 
for General Shoe Manufacturing Com- 
pany, Atlanta, Ga., and from 1946 to 
1957 representing Friendly Acrobat 
division of General Shoe Corporation. 
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SPORT KING 
BOWLING 
SHOES 


A top value at popular 
prices. Littleway stitched 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Esquire Shoe Polishes Jump 
In Price from 25 to 29 Cents 


New York—A retail price advance 
on Esquire shoe polishes, effective im- 
mediately, was announced here by 
Samuel M. Abrams, president of Kno- 
mark Manufacturing Company, Inc. 

In announcing the advance, which 
increases the price of all 25-cent Es- 
quire products to 29 cents, Mr. Abrams 
attributed the move’s necessity to 
“steadily mounting labor, material and 
transportation costs.” 

He pointed out that competitive shoe 
polish companies had raised their prices 
as much as 100 per cent during the 
period when Esquire polishes remained 
at their original price. 

Fair trade contracts establishing the 
new, minimum resale prices have been 
issued and “will be rigidly enforced, 
as in the past, in keeping with our 
historic policy of assuring dealers ade- 
quate and stable profit margins,” Mr. 
Abrams declared. Previous profit per- 
centages for wholesalers and retailers 
will be continued, he stated. 

The advertising program mentioned 
by Mr. Abrams, recently announced, 
will be spearheaded by alternate-week 
sponsorship for 52 weeks of the Perry 
Como Show on NBC-TV, starting Sep- 
tember 21. Emil Mogul Company, Inc., 
is the advertising agency directing the 
program. 

The star-studded Perry Como Show, 
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Men's: Black or Smoke 


Sizes 6-12, $4.00 





Women's: 
Red or Smoke 
Sizes 4-9, $3.60 





which is currently the highest-rated 
program on NBC-TV, will be telecast 
by more than 180 stations in the United 
States and Canada on Saturday nights 
at eight o’clock, EST, to an estimated 
audience of nearly 44,000,000. 

Esquire Shoe Polish’s “Big Four’— 
Esquire Boot Polish, Esquire Lano- 
Wax, Esquire Scuff-Kote and Esquire 
Lanol-White — will be the principal 
products advertised. 


Orange Leathers Sell Well 


NEw YorK—Orange in Plush and 
Pigtail, two leathers by Haus of 
Krause, proved to be the best selling 
colors at the recent Leather Show, ac- 
cording to Sylvie Hamilton, director of 
the firm’s fashion and promotion de- 
partment. Orange was fashion news at 
the couture showings in Paris and 
orange combines well with yellow, red 
and coral, other brilliant colors in Plush 
and Pigtail pigskins. 

Five brilliant colors—these three plus 
Serape blue and Indian turquoise, all 
to be trimmed in white—were ordered 
by one important buyer, she noted. 
These leathers will go into unlined 
softies on heels up to 18/8 and into 
flats. Non-crocking, these leathers are 
considered especially suitable for un- 
lined shoes. In neutrals, Totem Tan is 
new. Wild Oats, repeated, will be 
volume. 
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Huskies to Be Promoted 
On Television Shows 

HONESDALE, PA.—The Hussco Shoe 
Co. is advertising its Huskies line ex- 
tensively on television this fall as part 
of its back-to-school promotional pro- 
gram, it was announced by advertising 
manager Richard Groberg. 

A network of top-rated teenage and 
women’s programs in five major mar- 
ket areas has already been selected, 
while additional outlets are under con- 
sideration. 

Commercials will advertise both 
Huskies and groups of retailers in each 
area who carry them. Using the dealer 
listing technique developed in its news- 
paper advertising, Huskies’ visual com- 
mercials will list store names and ad- 
dresses, and show displays of the fall 
line. 

The program now consists of “The 
Noon Show” on KMBC, Kansas City; 
“Quiz Club” on WBAL, Baltimore; 
“Top Ten Dance Party” on CKLW, De- 
troit; “TV Dance Party” on WCPO, 
Cincinnati; and “Easy Money” on 
WBRE, Wilkes-Barre, Pa. 

The programs, Mr. Groberg stated, 
are expected “to have a double-bar- 
relled impact, promoting Huskies re- 
gionally, and at the same time creating 
local store traffic.” 
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Handbag Firm Enters Shoe 
Business With Scuff Sandal 


Los ANGELES—Theodor of Califor- 
nia, well-known handbag firm, is invad- 
ing the footwear field for the first time 


These cross-over scuff sandals are the 
first entry into the footwear field by a 
well-known handbag firm. 


in the firm’s history. Plans are high 
for future development of the line, but 
production will be limited at first to 
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one single item—a cross-over scuff to 
be trade-named Clings. The shoe is 
being turned out by the newly-organ- 
ized Footwear division of Theodor, lo- 
cated at the main plant at 229 South 
Los Angeles Street. 

L. B. Eastman, a partner in the op- 
eration and formerly with Joyce, Inc., 
I. Miller and at one time a buyer for 
Neiman-Marcus in Dallas, is in charge 
of the new division. 

Clings will be made in a size range 
from three to nine, full sizes only, and 
with one width—medium. Suggested 
retail price is $5.95, except for the 
New York area where $6.95 will pre- 
vail. 

Construction features include the 
use of a full-grain aniline dyed wash- 
able cowhide, made especially for 
Theodor. Out-sole is a chrome split, 
while the fully-lined cross straps are 
covered on the inside with a gay ging- 
ham print. In all, 10 colors will be 
available. 

Method of manufacture will combine 
slip-lasting with a lasting of the shoe 
itself. Cross-straps are set in slot con- 
struction, similar to the Italian sandal 
method. Sole is a padded semi-plat- 
form, with a spoonbill last. 

An unusual feature is the use of a 


reversed hide for the insole, providing 
a roughened surface for foot contact 
which is said to provide much greater 
adhesion to the foot, hence the name, 
Clings. 

All of the early production of Clings 
is being used for proof testing, with 
the item being spotted in a variety of 
types of outlets all over the nation. 
Casual shoe sections in department 
stores, as well as some slipper opera- 
tions, have been sent small shipments, 
as have some sportswear departments, 
hosiery and handbag sections, and a 
few shoe salons. 


Launch New Neutral Leather 


New York—“Tilleul,” or “linden,” a 
lime yellow, new neutral for 1958, is 
being featured by F. C. Donovan, Inc. 
Leathers in this color—a Paris-spon- 
sored shade — include Deldi Silk, a 
French Pampa calf, Belfast, an Italian 
ealf; “Trout,” ostrich and kid. 

As usual, this firm’s leathers come 
from several different foreign sources, 
in addition to such American-tanned 
leathers as Deldi Silk. There is a 
Swedish Punch, a new textured and 
punched leather in off-white. From 
Germany there are two textured patent 
leathers: Malja and Spongia with a 
sponge look. 

An interesting Italian leather is 
China Buck in white, beige and pale 
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Notify your Postmaster and BOOT AND SHOE 
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stockroom. Call or write for your nearest distributor's phone 


uskios: © 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 


The NAME brand of 
now addressed. This will enable us to put the change p d sport 


popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 


into effect with a minimum of delay. 

















gray. From England there is Confetti, 
a new two-tone effect; a printed leather 
in a polka dot and filigree, a pleated 
kid. 


U.S. Rubber Presents New 
Style Winter Chukka Boot 


NEw YorK—The United States Rub- 
ber Company is introducing two styles 
of winter Keds with deep-pile Estron 
lining. 


U. S. Rubber is making this new chukka 

boot, with deep-pile Estron lining. To- 

gether with the oxford, with the same 

lining, the winter Keds are called Snug- 
gle Keds. 


One style is a new chukka boot. The 
other is the company’s oxford. Both 
over-the-sock winter shoes are designed 
with lining and insole. 

Snuggle Keds with soft Estron lining 
are made in a choice of red, navy, 
chino and black. In any color, the new 
chukka boot or oxford retails for about 
$5.95. 


Wellington Sears Promoting 
Lantuck, Non-Woven Fabric 


NEw YoRK—Wellington Sears, selling 
agents for West Point Manufacturing 
Company, made its initial appearance 
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at the Allied Shoe Products Show with 
exhibits of its non-woven fabric, Lan- 
tuck, and also a number of woven shoe 
fabrics. 

Lantuck, a comparative newcomer in 
this large family of fabrics, has 
emerged as an important non-woven 
material with diversified uses for the 
shoe industry. Lantuck components are 
available in plumper materials, nylon 
foam cushioning, box toes and heel 
pads. Lantuck and leather, another 
combination, demonstrates the use of 
this non-woven material in soft shoe 
construction. Still another application 
is vinyl-coated Lantuck. Various fabrics 
such as slipper satin, light weight 
tweed and many of Wellington Sears 
own fabrics such as Topsail, Sail-Ho, 
Sport Duck, sateens, poplins and suede 
are laminated to upper and lining. 


I. M. Kaplan Names President 


Boston — Eliot Kaplan has _ been 
elected president of I. M. Kaplan, Inc., 
here, tanners of fancy embossed 
leathers in calf, kip and sides, it was 
announced by the company. 


Red Velvet Lounging Boots 
Latest Slipper by Swan 


These red velvet boots for lounging are 
the latest slipper style by Swan. Lined 
in gold satin, the slippers have a turned- 
out cuff of the same material, with a 
matching golden bow. 


47 W. 34 St., New York 1,N.Y¥. —- OX 5-3375 


Armour Shoe-Leather Sales 


ALLIANCE, O. — Donald R. Smucker 
has been appointed to the new posi- 
tion of manager of furniture-wood- 
working product sales and shoe-leather 
product sales, Coated Abrasives divi- 
sion, Armour and Company, here. He 
had been manager of distributor sales. 

His Armour and Company career be- 
gan in February, 1941, in the food divi- 
sion, Chicago. Mr. Smucker took his 
coated abrasives sales training in 
Chicago and then was transferred to 
Baltimore as a sales supervisor. He 
received his bachelor degree from the 
University of Chicago in 1939. 


EVERY PAIR WITH HAND SEWN VAMPS 


EVERY PAIR WITH NEOLITE SOLES 


NORTHEAST SHOE COMPANY, Inc. 
Pittsfield, Maine 








Where 
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For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 
Largest Stocks All Price Ranges 


by he AO 
MOSINGER-COHN 


gton $f Louis 3, Mo 


Lowes? Prices 











BOX HANDLERS 
LONG ARM* 


The efficient box handler 
QUICKER, EASIER, SAFER 





BOXES 
full right side up 


EMPTIES 


upside down 


on high shelves are easily 
handled with Long Arms. 
No climbing. No falls. 
Long Arms with handles 
24”, 36”, 48” and 60”, 
$3.50. With 72” han- 
dies, $4.50. Postpaid in 
USA. To save salesmen's 
time order one for every 12 feet of shelving. Satis- 
faction guaranteed. Specify handle length and if for 
men's or women’s boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. 





Stamford, Conn. 





JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


BARIS 


79-81 READE ST., 








Mark 50 Years in Leather 


St. Louis—Friends and associates of 
Fred Lyons, Fred A. Lyons & Com- 
pany, St. Louis, staged a party re- 
cently commemorating the 50th anni- 
versary of Mr. Lyons’ association with 
the leather industry. The affair, held 
at the Sheraton-Jefferson, was organ- 
ized by Chris Hendricks, with Julian 
Samuels, Jr., making the arrangements. 
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Advertising Manager Named 
By Tober-Saifer Shoe Firm 


St. Louis—Charles Boersig, Jr. has 
been named advertising manager for 
Tober-Saifer Shoe Manufacturing Com- 
pany, Inc. 


CHARLES BOERSIG, JR. 


Mr. Boersig is a graduate of Wash- 
ington University, St. Louis, with two 
degrees, one in Retailing and one in 
Business Administration. He recently 
completed two years Army service, sta- 
tioned in Germany. 

Charles Boersig, father of the new 
Tober-Saifer advertising manager, has 
been associated with the firm for ap- 
proximately 40 years, and serves as 
credit manager. 


Named to Sales Staff 
Of Bearfoot Sole Co. 


WapDsworTH, O.—The Bearfoot Sole 
Company announces the addition of 
Donald W. Murray to its sales staff. 
Mr. Murray will handle special assign- 
ments and will make his headquarters 
in the Leather Trades Building, 1602 
Locust Street, St. Louis, in the offices 
of F. E. Alston, Bearfoot Sole Com- 
pany representative in the St. Louis 
territory. 

Mr. Murray has been selling to shoe 
manufacturers for several years. 


B. F. Goodrich Raises Prices; 
Expands Testing of Fibre 


AKRON — The industrial products 
division of the B. F. Goodrich Com- 
pany announced increased rubber 
prices of two to five per cent on various 
rubber products. 

The boosts follow a six per cent 
wage increase won by the United Rub- 
ber Workers, AFL-CIO. 

Goodyear had already increased 
prices between three and six per cent. 
Both companies cited the effect of in- 
creased cost of materials and trans- 
portation in the rise. 

At the same time, it was disclosed 
that the Goodrich Chemical Company, 
another division of the B. F. Good- 
rich Company, had started to expand 








IN STOCK SHOES 


BOBETTES wots vevveny 
SPORT AND 


WORK SHOES 


Ranch Tan 

Glove Leathers 
Matching Cushion <j 
Crepe Outsoles agi 








10 colors 

including: 

Sandal, 

Mohawk 

Red, Antelope, 

ee White, Pearl, 
ge Burgundy 
AAA-E 4-13 


For the Comfort and Softness 


your Customer wants — order 


BOBETTES 


New catalogue ready for you. 


SHEBOYGAN SLIPPER CO. 


505 SO. 9th ST. SHEBOYGAN, WISC. 
Manufacturers 














pilot plant facilities at Avon Lake, C., 
where a synthetic fibre is being de- 
veloped. 

The company might attempt com- 
mercially-sized production of the fibre, 
Darlan, if a market evaluation of the 
fibre’s properties and information on 
production costs, process designs and 
other technical data support such a 
step. 

The fibre has been test marketed for 
the past three years as a material for 
deep pile. 


New Kinney Store Opened 


In Suburb of Akron 


AKRON, O.—The G. R. Kinney Cor- 
poration has opened a Kinney Shoe 
Store at 92 West Avenue, in Tall- 
madge, Ohio, a suburb of Akron. This 
store is Kinney’s 388th unit. G. L. Cill- 
ford is manager. 

During the three-day opening sale, 
all women purchasing shoes were given 
a simulated pearl necklace, and teen- 
agers were given wallets; men were 
given a choice of leather wallets or 
Esquire polishing kits, while children 
were given pen and pencil sets. 
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FOR SALE | SIDELINE SALESMAN WTD. | SALESMEN WANTED 

















FAMILY SHOE STORE FOR SALE OPEN TERRITORIES OPPORTUNITY! 


We have several openings for side line rep- 
Central New Mexico town, 25,000 pop. UALIFIED MEN WITH Bere Le resentatives for our wonderful line of open- 
trade territory. 8000 volume, large po- gee peg ytoen at 
tential. Completely modern set-up, new KNOCKS IF YOU COVER THESE STATES: 6% commission, plus bonus. Write: 
stock, Unit-control. Store received several Miscarit One tn. oe \ cealBlk CARLSON. SALESMANAGER 
writeups in 56/57 trade-journals. For | Tennessee Two 529-535 W. Pratt St., Baltimore 1, Md. 


| 
sale also owners modern home. Owner Kentucky — ARB 
Mississippi { “tore 











has other interests in state. Only serious Florida Men 

inquiries requested. og ered Alabama XCLUSIVE OR SIDE LINE SALESMEN 

aan to ge BOOT & SHOE RECORDER So. Dakotas One Man Georgia E for National Distributors Line of Men’s and 

Chestnut & 56th Streets, Philadelphia 39, Pa Take on sideline of women's and children's Boys’ Dress and Work Shoes. Several terri 
z ain protective footwear that's one of the best, tories open. BRILLIANT BROTHERS CO., 

and one of the best promoted in the 190 Lincoln Street, Boston, Mass 

country. Reply in detail and confidence to 


Box 45, BOOT & SHOE RECORDER 
FOR SALE Chestnut & 56th Sts., Philadelphia 39, Pa. 
XPERIENCED SHOE SALESMEN 


Standard Model X-Ray Shoe Fitter AC 120 } WANTED: Aggressive Producers with fol- 
voits, 60 cycles. Special finish, Machine STABLISHED MANUFACTURER MEN’S | _ lowing in the trade for Illinois, Kansas and Mis- 
7#8086, Tube 6822. Purchased new January LEATHER SLIPPERS, Popular Priced, for | souri, Oklahoma and Arkansas, Northern Ohio 
14, 1953 for $675.00. Used only 2!/2 years, | retail, department stores. Many territories open. Established work, dress, and boot line. Guar 
in excellent condition. To be sold _ for Reply to Box 55, Boot and Shoe Recorder, antee and liberal commissions. Give trade refer- 
$395.00. WHITE & KIRK, Box 591, Amarillo, Chestnut & 56th Streets, Philadelphia 39, Penna ences and experience. Reply to Box 53, Boot 
Texas. and Shoe Recorder, Chestnut & 56th Streets, 


al —- 3 Philadelphia 39, Penna. 

SIDELINE SALESMEN WANTED to carry 
M2PE RN SHOE STORE, COMPLETELY | Ladies’ Hosiery and Foot Sox to the retailer _— 

SQUIPPED, with or without inventory. | Excellent commission; no paper work. Competi 
100% location in fast growing Surfside business tively priced. Reply to Box 52, Boot and Shoe one ” wetter [OR FX. 
area of Miami Beach. Low rent. Agency for Recorder, Chestnut & 56th Streets, Philadelphia ae tk pice tne oo EX 
several Nationally Known Brands of Ladies’ 39, Penna. P lar Pri ar  Mibcols Tt ee ag cage rh 
and Men’s Shoes. For details write: Room 502 hk a pect Ney gag lle desea amid a Pe 
$50 Lincoln ood. Miami Beach 36. Biocids. ———————- a junction with yours. ag ng aaen — 
cota 4 a ; . gan, Wisconsin, Iowa. Reply to Box 56, Boot 
OPULAR PRICED MEN’S SCUFF SLIP.- and Shoe Recorder, Chestnut & 56th Streets, 


pee ie: PERS AND TRAVEL SLIPPERS. Very > ‘lbhia 39. Pesns 
AMILY SHOE STORE, over $77,000 vol- short line. Terrific outstanding values. All ter- Philadelphia 39, Penna. 


ume. Owner retiring. Excellent location, a7 pt Te .. PRAT hY i- sr 
Washington, D. C., suburb. Will reduce inven- oe ae Bing? —— GLOVE CO., 
tory to your satisfaction. Reply to Box 57, Boot a pa Sens 


-_ Shoe Recorder, Chestnut & 56th Streets, ———_—___—— oo - 

a 3 

hi eataatens 9, Penna. SMART LEATHER BOWS, SHOE ORNA LINE WANTED 
ee ee 1K ea MENTS and FOOT SOX. Pocket size sam- 

» S RAY MACHINE, ADRIAN, excellent con- ples. Manufacturer offers highest commission. 


dition. Will sacrifice. Phone: Kennett Reply to Box 556, Boot and Shoe Recorder, 
Square 1011, Fred Hirsch, c/o Alvin's Depart- Chestnut & 56th Streets, Philadelphia 39, Penna. 


ment Store, Kennett Square, Pa. | | OPPORTUNITY WANTED 
| Vi iti . 
MERCHANTS’ NEEDS HELP WANTED } aes Ha a dong prom mpaggn ha Ay 0 Poem 


greater challenge. Increased sales 30% in 
one year in Eastern Territory, now covered. 
Excellent administrative background. 


Reply to Box 54, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


















































OYS AND BALLOONS at Wholesale Prices. MEN’S SHOES. Write or call: Church’s 
Hurry! Write today. National Sales Co., | English Shoes, 428 Madison Avenue, N. Y. C. 
2805 East 79th Street, Chicago, III. | Pl. 5-4313, 





ALESMAN FOR RETAIL HIGH-GRADE | 
| 








pavemtnaaien: aeciis ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 
20¢ a word Chestnut & 56th Sts. 
Minimum (18 words). .$3.60 Philadelphia 39, Pa. 
Box number, extra... .$2.40 
Your name and address Here is my want-ad: 
charged at word rate. 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising | Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted [] Money Order 1 
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MERCHANTS’ NEEDS 





OMIC BOOKS, FULL COVERS, Approved 

titles $28.50 per 1000. Balloons $16.50 per 
thousand. Davy Crockett vests $15.00 per gross. 
JANSEN SALES CO., 4173 Third Avenue, 
New York City 57. 


Goland Joins Camille 


St. Louts—Louis P. Goland, who has 
his own suburban Cincinnati shoe store 
called Goland’s, has been named mid- 
western sales representative for Ca- 
mille Designs, Inc. Sales in this area 
have been handled by company head- 
quarters in the past. 





David’s Shoes Opens Second Phoenix Unit 


Interior of David's Shoes, Phoenix's newest family shoe store, in the Park Center 


Shopping Center. 


PHOENIX, ARIZ.—A new family shoe 
store, David’s Shoes, recently was 
opened in the Park Center Shopping 
Center, largest and newest shopping 
area in the Southwest. Owned and 
operated by two partners, David Bush 
and Joseph Fuchs, this is the second 
David’s Shoes unit. The first has been 
in business since 1941 and is located in 
downtown Phoenix. 

Designed by Burke, Kober and Nico- 
lais of Los Angeles, the new store is 
30 by 125 feet and includes departments 
for men’s, women’s and children’s 
footwear, as well as basement stock 
space. 

The unit has two entrances. One 
leads from the 5,000-car parking area 
that dominates the shopping center, and 
enters into the children’s department. 
The Mall entrance leads into the ac- 
cessories section on the right, the men’s 
department on the left. A terrazzo 
floor, 45 feet in length, runs from the 
Mall itself into the store. 

On the parking lot side there is also 
a delivery entrance which leads into 
a receiving room next to the children’s 
department. Shipments are sent to the 
basement via a stock slide and, after 
merchandise has been marked, it is 
brought to the main floor by a large 
electric elevator. Employe restrooms 
and reserve stock rooms are in the 
basement. 

The stock area is concealed and runs 
along both sides of the store, separated 
by an 8-foot-six-inch wall. The only ex- 
posed stock is in the men’s department, 
which also has a large men’s hose bar. 

The men’s department is finished in 
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The stock area is concealed. 


American walnut and is fitted with 
flame red leather captain’s chairs. Com- 
pletely carpeted, it is separated from 
the main aisle by three display dividers. 

The women’s department is decorated 
in soft desert tones of green and gray. 
Alternating chairs of turquoise and 
gold are used, with fitting stools to 
match. Six framed, expanded metal 
displayers are spaced on the wall, 
lighted by brushed brass spots. Three 
display tables run through the center 
of the department and are finished in 
white formica, edged with walnut. A 
soft taupe wool carpet covers the entire 
area. 

The children’s den has attractive 
Denst children’s murals on both walls, 
with settees of citron yellow and red 
placed alternately. Between the women’s 
and children’s departments is found an 
attractive setting and display area— 
one side completely mirrored. The other 
has a 12-foot display bar with planting 
underneath. 

The hosiery and wrapping section is 
24 feet long. The hosiery display bar 
is completely mirrored and display 
tables in front of it allow for self-selec- 
tion. The wrapping counter is of for- 
mica. 

The store is brilliantly lighted and 
circuited so that various lighting ef- 
fects can be achieved depending upon 
the time of day and the activity in the 
store. A beautiful Swedish chandelier 
is hung in the center of the ceiling in 
the women’s section. 

The final touch to this modern new 
store is soft music which plays through- 
out the day. 





WANTED TO PURCHASE 








TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women’s and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 


TOPPS SHOE STORE 


4112 BERGENLINE AVE. 
UNION CITY. N. J. UNion 3-6413 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














MERCHANTS’ NEEDS 








Wlats «. Ydeas 


OR NOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 

aphs and beautiful art work 
or direct mail and news- 
paper advertising. 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


« 
VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 











Vaisey-Bristol Forms Outlet 
To Handle Hand-Sewn Mocs 


Monett, Mo.—A _ subsidiary sales 
corporation for the distribution of 
hand-sewn moccasins and flats made 
by the Footmitts division, Ponce, Puerto 
Rico, has been formed by the officers 
of Vaisey-Bristol Shoe Company. The 
corporation, to be known as Bristol 
Shoe Corporation, will have its head- 
quarters here. 

President of the newly formed or- 
ganization is Robert A. Bristol. Eu- 
gene F. Arend is vice-president and 
treasurer and Joseph A. McCaffrey 
is vice-president, secretary and sales 
manager. All hold the same offices 
in Vaisey-Bristol Shoe Company, Inc. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








OH DOCTOR! OH DOCTOR! 
Come over quick! 
My slow moving 


CALL “UNCLE” 
LOUIS 


LOUIS CAMITTA & SON 
$1 READE 8T., NEW YORK, N. Y. 


formerly with S. CAMITTA & SONS 














a SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 


a TSeotwear FOR OVER 41 YEARS 


MOSINGER-COHN 


35 Washington 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES “ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 





MORRIS BAYROFF 
formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 

















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5.9927 

















MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 
For Discontinued Stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 











MMB ARIS BUYS for CASHZZZIIIIIZ | 


Quick decision on your offers of discontinued and 


B A e i S$ surplus men's, women's and children's shoes. 


THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 Reade St. 
 UMMMHEEEEEEEEEEEEEE@EXQA@ 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


* New York 7, N.Y. 
MMHHCZCHHHEEXEX@@MEEEX@CZ~@ZCHH> 


* Tel: WOrth 2-5180 











WE PAY MORE Ye ee WE ARE RETAILERS 











Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE, 1-4898 CE. 1-3762 
Quality Shoes Since ’32 
“While in Town See Weil” 











e discontinued 
lines 
e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, ¢ BE 3-7290 
146 DUANE ST., N.Y. C. 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 


George J. Arronson Associates 
122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 




















WE BUY 


Your BRANDED 


B. & R. PAYS THE LIMIT 


CLOSE OUTS Cc | 

COMPLETE SHOE STOCKS | and DISCONTINUED 
7 LEASES ASSUMED A | SURPLUS STOCK 
Phone or wire YOUR NAME PROTECTED § 


collect Write or Phone 


B. & R. SHOE CORP. H | WAlnut §-2062 
a CAMITTA SHOE CO. 


wort 2.4358 " 120 No. 4th St. Phila. 6, Pa. 


WE BUY 


Ben LaMonica 
Ralph Vogel 
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JELLY ROLL 
N 


FOOT KING® 
a 


Goodyear Welts 


IN STOCK 
+79021 


Black, JELLY ROLL 

Slip-on, Men’s 

6/12. Price $5.00 
net. 


FOOT KING—The Independent Merchant's best re- 
source for Men and Boys Goodyear Welts. Complete 
in-stock service on fast moving styles. Display Cards. 


Price Tickets. NATIONALLY ADVERTISED. 

RIPPLE SOLE (R) Shoes with Added Features. 
SHU-LOKS (R) in Men's, Boys’, Gents’ sizes and widths. 
REG-E-STURD (R) Boys’ shoes sizes | to 7, widths A 


to E. And many other wanted shoes. 


FOOT KING means BUSINESS! 
Dept. 91, The A. S. Kreider & Son Co., PALMYRA, PA. 














Quality Made For 
> LARGE VOLUME OUTLETS 





> TIP-TOE MOCS 
Genuine leather, hand lasted, full 
leather innersole, leather outersole. 
Colors: White, Blue, Pink 
Sizes: 0 te 5— whole and half sizes 
Packed: Solid size — 36 pair cases 


WRITE FOR FREE CATALOG 


BARRY MFG. CO. INC. 
8 SUMMER ST., LYNN, MASS. 


$720 


net 
f.0.b. 
factory 





CCC SEH HOHHHEEEHEHSH HEHEHE EHEEEEEE 


SHOE STORE FURNITURE: 


Helps you reap 
Kingly profits 


@eeeesesseseseee 


Comfortable Customers 
Become Repeat Customers 


a/ Write for Catalog 
Royal Metal Manufacturing Company 
Dept. 23-J, 175 N. Michigan Ave., Chicago |, Ill. 








Governor in Mayflower Shoe Ceremony 


Governor Foster Furcolo of Massachusetts was presented with a pair of John 

White shoes, one of several which came over on the Mayflower II. These shoes, 

made in England, are imported by the Atkinson Shoe Corporation of Boston. At 

the presentation, left to right, Governor Furcolo, John B. Atkinson and Thomas E. 
Atkinson. 





Schoenberg Brezner Agent 


Boston—Appointment of Schoenberg 
Leather Company, Philadelphia, as 
selling agents has been announced by 
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the Brezner Division of Allied Kid 
Company. Effective immediately, the 
new agents will cover the Pennsylvania 
territory, including Virginia, Maryland 
and southern New Jersey. 


The Schoenberg Leather Company 
has been affiliated with the Allied Kid 
Company for many years as selling 
agent for their other divisions. Addi- 
tion of the Brezner Division line will 
afford shoe manufacturers in this area 
a more comprehensive coverage and 
service. 


Selby International Organizes 
A Fresh Alignment of Officers 


PORTSMOUTH, O.—Reorganization of 
Selby International, Inc., at a meeting 
in the New York offices, resulted in a 
new alignment of officers headed by 
Roger A. Selby, president. 

Other officers are T. H. Middletown, 
vice-president and general manager; 
Elza Metzger, vice-president in charge 
of overseas fashion coordinating; Jo- 
seph Rathy, vice-president in charge of 
overseas and domestic technical work 
and pattern coordinating; Carl E. 
Freeland, treasurer-controller, and at- 
torney Francis J. Ryan, Jr., secretary. 

Mr. Freeland takes the place vacated 
a few weeks ago by Glen F. Lang. Mr. 
Freeland was chief accountant for 
Selby Shoe Company for several years. 

Miss Metzger and Mr. Ryan are in 
New York City. Miss Metzger was 
with the Selby Shoe Company sales 
office in New York several years before 
becoming identified with Selby Interna- 
tional as style consultant. 
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Shanks and the Sales Manager... 


Sure, he’s responsible for moving 
shoes . . . that’s this Sales Manager’s 
job. But selling case lots isn’t the 
whole story either. He’s got to know 
his line. Know the top selling features 
on each type and style. . . selling 
points to hammer home to his sales- 
men... and that includes shanks. 


With United shanks he’s got a real 
selling story. They’re hand tailored to 
fit the model maker’s original last .. . 
perfectly fitted to preserve and pro- 
tect the comfort and style for the life 
of the shoe. 


United shanks are Vita-Tempered 
too, for maximum strength . . . cut 
down returns, build solid strength 
and character into the bottom lines of 
the shoe. 


Ask your United representative about 
Vita-Tempered steel shanks . . . they 
give you a real “sales closing”’ story 
that makes the difference. 





VITA-TEMPERED STEEL SHANKS 
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The American Family Is Grading Up and The Accent’s On Quality Boys’ Shoes. . . 

















With every sale they make Gerberich and Gee 
Pees Dealers build confidence with American 
parents and insure a continuing successful business 
for themselves. Youngsters know they get “just 
right" styles in these two lines, and have made 
Gerberich Dealers style headquarters for the ALL 3 ¢ 
crowd, an excellent reason why they are setting 

sales records season after season, year after year. 


SELL B YOUTHS 8'/2-12-3 
BOYS 1~—6 
BIG BOYS = 62-11 


IN STOCK TO GERBERICH DEALERS 


Gerberich and Gee Pees are nationally advertised in Boys' Life magazine. 


GERBERICH 


THE FINEST NAME IN BOYS’ SHOES 


NEW YORK LOS ANGELES PHILADELPHIA IN CANADA 





